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The  Younger  Generation^  too^ 
is  now  learning  the 


FACTS  about  CANNED  FOODS 


Thanks  to  thousands  of  athletic  coaches  throughout  the 
country,  we’re  able  to  have  such  charts  as  these  posted  in 
gyms,  on  bulletin  boards,  etc.,  in  as  many  thousands 
of  schools. 

Bigger  than  Car-card  Posters,  and  strikingly  colored, 
they  carry  the  FACTS  about  Canned  Foods  to  hundreds 
of  thousands  of  boys  and  girls  who  tomorrow  will  be 
heads  of  families — and  buyers  of  foods. 


230  Park  Avenue 
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AVARS  TOMATO  JUICE  FILLER 


Used  by  leadins  Manu¬ 
facturers  for  filling 
Tomato  Juice,  also 

For  filling  Tomato  Pulp  and  Puree, 
Clear  Soups  etc. 

For  Syruping  Fruits,  String  Beans, 
Beets,  etc. 

Has  no  air  vent  stems  to  damage 
fruit. 

Designed  for  high  speed. 

Belt  drive  or  direct  connected. 

Fills  absolutely  accurate. 

No  Can  No  Fill. 

Rapid  Valve 

Built  in  two  sizes.  Eight  Valve 
and  Twelve  Valve. 

Prices  on  request. 

AVARS  MACHINE  CO.,  Salem,  New  Jersey 
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The 

DUPLEX 

TRIMMER 

and 

SUTTER 

by 

CAMERON 


We  have  acquired  the  Slaysman  patent 
on  this  machine  and  we  present  our 
modern  device  for  making  body-blanks 
with  speed  and  accuracy. 

Tin-plate  now  comes  in  ten-package 
bundles  (1120  sheets).  These  bundles 
are  loaded  directly  into  the  Lifter  by  a 
shop-truck. 

The  “Duplex”  and  “Lifter”  features  are 
plainly  labor-saving.  Furthermore,  the 
body-blanks  are  more  accurately  cut 
than  with  a  separate  Trimmer  and 
Slitter. 


A  most  modern  machine  for  can-makers. 


CAMERON  CAN  MACHINERY  COMPANY 

2.40  N.  Ashland  Ave.  CHICAGO,  U.  S.  A. 


CANNED  FOODS  FOR  CHRISTMAS  ^IVINO 


CHRISTMAS  GIVING,  the  world’s  greatest 
sales-booster,  has  served  many  an  alert 
Canner  to  move  thousands  of  cases  of  Canned 
Foods.  Assortments,  or  case  and  dozen  lots 
of  single  items,  attrartively  packaged  in 
Christmas  cartons  or  baskets,  have  become 
tremendously  popular  as  individual  gifts.  And 
Christmas  Charity  assortments  of  Canned 


greater  sales  this  year  than  ever  before. 

Shopping  days  till  Christmas  are  mighty 
few— see  to  it  right  now  that  your  brokers, 
wholesalers  and  retailers  gain  some  of  this 
extra  holiday  business.  Get  them  to  push 
your  Canned  Foods.  Use  the  suggestions  on 
this  page,  and  write  Continental  immediately 
for  detailed  information  on  Christmas  Food- 


Foods  and  related  items  will  probably  enjoy  Gift  Merchandising. 


Continental  Can  Company 


NEW  YORK 


CHICAGO 


SAN  FRANCISCO 
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Gat  your  wholotalers  and  relailort  to  bid  on 
quantity  lots  of  Connod  Foods  for  tho  food 
baskets  distributod  by  community  chosts,  local 
relief  organizations  and  charity  agencies. 


Colorful  holiday  posters 
help  decorate  the  store — and  help  sales.  Avail* 
able  at  low  cost  from  "FftOGRESSiVE  GROCER" 
and  numerous  printing  houses.  Or,  better  still, 
print  your  own. 


Urge  retailers  to  use  niin(i|^iei  od^ 

letters  and  package  enclosures.  Tht^ 

ful  soles  stimulants.  "  ''  * 


The  Contribution 
Barrel"  for  gifts  for 
the  needy.  A  sure 
Ore  way  to  sell  many 
on  extra  dollar's 
worth  of  Conned 
Food. 


it’s  smart  to  moke  It  easy  for  the  retoimr. 
Provide  him  with  attractive  Christmas  poCk* 
ages  to  contain  your  Conned  Foods. 


November  IS,  19S6 
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FOOTBALL  AS  IT  IS  PLAYED  TODAY 

( ?  if  he  is  your  boy!) 

Sing,  now,  for  Toonerville  Hi! 

Sing  in  stentorian  tones, 

Chortle  with  glee  to  the  sweet  melody 
Of  the  cracking  and  crunching  of  bones. 

Fight!  Fight!  Fight! 

Woioie  and  blooie  and  biff! 

At  the  end  of  the  strife, 

if  you’re  crippled  for  life — 

Well,  ivhat  in  the  heck  is  the  diff? 

— The  Optimist. 

Eat  WISCONSIN  canned  foods— The  Wis¬ 
consin  Canners  Association  starts  the  ball  rolling 
for  the  Fall  and  Winter  Conventions  today,  and 
as  the  long  string  of  such  conventions,  published  on 
another  page,  shows  these  meetings  will  go  on  for  some 
months.  There  will  be  a  big  crowd  at  Milwaukee:  of 
canners,  of  brokers  and  practically  of  all  machinery 
and  supply  men,  and  an  interesting  program  has  been 
provided.  The  addresses  will  be  along  the  scientific 
line,  or  of  a  directly  important  one,  and  they  specialize, 
this  year,  that  there  will  be  plenty  of  entertainment 
and  no  speeches  at  these  entertainments.  There  are 
some  State  matters  which  will  have  attention,  but  in  a 
large  way  there  is  no  particular  matter  on  the  boards 
for  decision.  May  we  suggest  one  ? 

Better  merchandising  methods  are  creeping  into 
every  branch  of  our  industry,  and  in  every  section  of 
the  country,  and  this  speaks  well  for  the  up-building 
of  the  industry.  A  few  years  ago  this  Association 
considered  the  question  of  advertising  Wisconsin 
canned  foods  to  Wisconsin  consumers,  but  in  plain 
truth  the  industry  was  not  sufficiently  advertising- 
minded  to  get  over  the  fear  that  some  outside  of  the 
Association,  and  who  contributed  nothing  to  the  ex¬ 
pense  of  such  advertising,  might  profit  from  it.  Most 
if  not  all  of  them  can  see  further  than  that  now.  There 
is  so  much  to  be  gained  from  such  a  program  that  the 
few,  always  present,  free-riders  should  not  be  allowed 
to  keep  the  vast  majority  out  of  it. 

Wisconsin  is  proud  of  its  products  in  the  dairy  line 
and  in  many  other  lines.,  and  it  is  just  as  proud  of 


the  vegetable  crops  it  raises  in  such  huge  quantities 
for  the  canners.  The  Association  should  capitalize  that 
State  pride.  And  it  would  not  cost  much  to  put  on  a 
highly  effective  campaign  covering  the  highways  most 
travelled,  from  one  end  of  the  State  to  the  other.  Erect 
good  sized  billboards  along  these  highways,  changing 
the  copy  frequently  to  get  the  whole  story  over  to  them. 
Start  out  with  a  clear,  large-lettered  sign  “Eat  Wis¬ 
consin  Canned  Foods.”  Change  the  “copy”  on  some 
but  not  all  these  billboards,  say  a  month  after,  to  read 
“You  grow  and  we  can  the  best  vegetables  on  earth — 
Eat  Wisconsin  Canned  Foods.”  Another:  “Great  sani¬ 
tary  kitchens  can  the  products  of  Wisconsin  farms — 
your  best  buy.”  It  is  presumptuous  on  our  part  to 
attempt  to  even  suggest  slogans  to  Secretary  Harvey 
Burr,  or  to  many  aggressive  members  of  that  progres¬ 
sive  Association,  and  we  do  so  now  only  to  emphasize 
the  point :  make  a  drive  to  popularize  Wisconsin  canned 
foods  within  that  State.  Your  State  Departments  will 
lend  a  hand  in  this;  the  distributors  and  the  retailers 
of  the  State  will  welcome  the  campaign,  and  many  of 
the  canners,  if  not  most,  will  find  a  very  pleasant  sur¬ 
prise  in  added  profits,  if  more  Wisconsin  consumers  are 
ever  persuaded  to  use  Wisconsin  canned  foods. 

From  now  on  the  whole  trend  of  every  progressive 
canner,  everywhere,  must  be  to  dispose  of  his  packs 
as  near  home  as  possible.  If  there  was  nothing  else 
the  freight  or  trucking  costs  alone  would  make  this 
imperative.  In  all  the  years  of  the  past  the  canners 
have  been  among  the  greatest  feeders  of  the  railroads 
in  the  country,  a  terrible  economic  waste.  But  possibly 
worse  than  that,  it  resulted  in  spreading  out  a  canner’s 
goods  so  thinly,  over  such  wide  territory,  that  it  was 
impossible  to  build  good-will  in  the  goods.  If  the  con¬ 
sumers  liked  them  and  came  back  for  more,  soon  they 
had  to  be  told  that  they  were  all  gone  for  this  year, 
and  a  substitute  brand  had  to  be  offered.  That  is  not 
good  merchandising  under  any  conditions.  That  is  a 
condition  which  every  wide-awake  retailer  tries  to 
avoid,  because  he  tries  to  build  up  a  trade  in  canned 
foods  which  will  grow  and  get  better,  and  he  hates 
like  the  Dickens  to  have  to  educate  his  customers  to 
use  another  brand.  Realize  this. 

And  there  are  forces  in  the  wind  which  lead  us  to 
believe  that  soon  you  will  see  great  retailers,  and  great 
distributors  trying  to  arrange  their  canned  foods 
stocks  on  as  few  brands  as  possible,  and  buying  a 
complete  supply  of  each  article  from  one  canner, 
wherever  that  is  possible.  Naturally  if  they  can  make 
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that  sort  of  a  connection  with  a  canner  near  home 
they  would  prefer  to  do  so.  Under  such  conditions 
the  buyer  can  keep  in  close  touch  with  the  canner ;  can 
keep  him  posted  as  to  the  tastes  or  preferences  of  his 
trade,  and  by  such  cooperation,  meet  the  wishes  of 
the  consumers.  Next  would  naturally  follow  a  com¬ 
bined  effort  to  spread  the  use  of  the  goods,  by  local 
advertising,  demonstrations  and  the  like.  Soon  there 
would  inevitably  develop  a  close  working  harmony 
between  the  canner,  as  the  producer,  and  the  retailer 
or  distributor,  and  when  that  comes  price  shading  to 
the  canner  will  disappear.  Any  fair-sized  community 
today  could  easily  consume  the  output  of  the  better- 
than-average-sized  canner.  The  whole  tendency  today 
is  towards  this  sort  of  better  merchandising,  and  to¬ 
wards  the  building  of  good  will  in  brands. 

We  have  been  speaking  of  Wisconsin,  because  their 
convention  is  upon  us,  but  any  canners’  convention 
could  substitute  its  name  or  locality  for  Wisconsin, 
and  the  advice  will  pertain  just  as  well.  It  is  what 
every  canners’  convention  should  do  this  Fall  and 
Winter.  What  could  be  more  important,  or  of  greater 
benefit  to  the  members? 

If  you  doubt  this,  look  at  the  Pennsylvania  Canners 
Association  and  what  it  has  been  doing  to  arouse  in¬ 
terest  in  the  canned  foods  produced  in  that  State.  They 
have  used  their  little  houseorgan.  The  Pennsylvania 
Canner,  to  sing  the  praises  of  Pennsylvania  Canned 
Foods,  and  to  make  this  doubly  effective,  have  been 
mailing  a  copy  of  each  issue  to  every  distributor  in 
the  State.  And  they  are  moving  the  goods.  Member 
canners  see  the  advantage  of  having  their  own  adver¬ 
tisement  in  these  issues,  telling  of  the  variety  and  style 
of  goods  packed,  and  of  the  brands,  and  that  is  good 
advertising  for  them.  They  have  stirred  up  so  much 
smoke  that  the  Pennsylvania  State  Department  of 
Foods  has  gotten  in  behind  them  and  it  is  boosting  the 
State’s  canned  foods.  This  is  Association  work  of  the 
right  kind.  It  will  help  build  the  Association,  and  soon 
will  bring  all  worthwhile  canners  into  membership. 

HERE’S  A  CANNER  WINNER— Arthur  Hamil¬ 
ton,  Ohio  (Republican)  State  Representative, 
for  Warren  County,  past  President  of  the  Ohio 
Canners  and  a  Director  in  the  National  Canners 
Association,  stemmed  the  flood  tide  and  was  re-elected 
for  the  sixth  time.  They  know  a  good  man  in  Ohio, 
and  the  industry  can  rejoice  in  having  such  an  able 
man  in  the  councils  of  the  State.  Congratulations, 
and  more  power  to  you.  Sir  Arthur. 

For  those  who  may  not  know  it.  Representative 
Hamilton  is  the  Miami  Canning  Company,  Lebanon, 
Ohio,  canners  of  corn.  No,  Percival,  Mr.  Hamilton  is 
not  a  salmon  canner.  A  good  canner  of  good  Ohio 
sweet  corn  can  breast  the  rapids,  leap  the  barriers  and 
make  his  objective,  whether  in  politics  or  business,  just 
as  well  as  the  famous  salmon  and  its  equally  famous 
battle  against  strong  currents  and  waterfalls,  to  reach 
the  spawning  grounds.  And  they  are  both  among 
Nature’s  noblest  battles. 
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PUBLISHED  EVERY  MONDAY 

20  South  Gay  Street,  Baltimore,  Md. 

Arthur  I.  Judge,  Manager  and  Editor 
Entered  at  the  Postoffice,  Baltimore,  Md.,  as  second-class  matter. 

Telephone  Plaza  2698 

The  Canning  Trade  is  the  only  paper  published  exclusively 
in  the  interest  of  the  Canned  Food  Packers  of  the  United  States 
and  Canada.  Now  in  its  fifty-ninth  year. 

Packers  are  invited  and  requested  to  use  the  columns  of 
The  Canning  Trade  for  inquiries  and  discussions  among  them¬ 
selves  on  all  matters  pertaining  to  their  business. 

Business  communications  from  all  sections  are  desired,  but 
anonymous  letters  will  be  ignored. 

Address  all  communications  to  The  Canning  Trade,  Bal¬ 


timore,  Md. 

TERMS  OP  SUBSCRIPTION 

One  Year  ------  $3.00 

Canada  -------  4.00 

Foreign  -------  6.00 

Extra  Copies,  when  on  hand,  each  -  .10 


Advertising  Rates  Upon  Application 
Make  all  Checks  or  Money  Orders  payable  to 
The  Canning  Trade 


CONVENTION  DATES 

NOVEMBER  16-18,  1936 — ^Wisconsin  Canners,  An¬ 
nual,  Schroeder  Hotel,  Milwaukee. 

NOVEMBER,  19-20,  1936 — Indiana  Canners,  Fall, 
Claypool  Hotel,  Indianapolis. 

NOVEMBER  21,  1936 — California  Olive,  Quarterly, 
Los  Angeles,  Calif. 

NOVEMBER  30,  DECEMBER  1-2,  1936— Associated 
Grocery  Manufacturers  of  America,  Annual,  New 
York  City. 

DECEMBER  1-2,  1936  —  lowa-Nebraska  Canners, 

Annual,  Hotel  Fort  Des  Moines,  Des  Moines,  Iowa. 

DECEMBER  2-3,  1936 — Tri-State  Packers,  Annual, 
Benjamin  Franklin  Hotel,  Philadelphia. 

DECEMBER  3-4,  1936 — Minnesota  Canners,  Fall, 
Lowry  Hotel,  St.  Paul,  Minn. 

DECEMBER  8-9,  1936 — Ohio  Canners,  Deshler-Wal- 
lick  Hotel,  Columbus,  Ohio. 

DECEMBER  10-11,  1936 — New  York  State  Canners, 
Annual,  Hotel  Seneca,  Rochester,  N.  Y. 

DECEMBER  15-16, 1936 — Pennsylvania  Canners,  An¬ 
nual,  Yorktowne  Hotel,  York,  Pa. 

JANUARY  4-6,  1937 — Northwest  Canners,  Annual, 
Multnomah  Hotel,  Portland,  Ore. 

JANUARY  7-8,  1937 — Ozark  Canners,  Annual,  Co¬ 
lonial  Hotel,  Springfield,  Mo. 

JANUARY'  24-29 — Canning  Machinery  &  Supplies, 
Annual,  Hotel  Stevens,  Chicago,  Ill. 

JANUARY  24-29 — National  Canners,  Annual,  Hotel 
Stevens,  Chicago,  Ill. 

JANUARY  24-29 — National  Food  Brokers,  Annual, 
Hotel  Stevens,  Chicago,  Ill. 

JANUARY  27,  1937  —  National  Pickle  Packers, 
Annual,  Chicago,  Ill. 
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1936  CORN  PACK 

National  Canners  Association 

Washinston,  D.  C  November  7,  1936 


To  Corn  Canners: 

Tvv^o  hundred  and  ninety  canners  packed  corn  during 
1936.  Reports  from  283  of  these  packers,  together 
with  estimates  for  7  small  operators  who  did  not  re¬ 
port,  show  a  total  pack  of  14,559,450  cases. 

In  addition  to  sweet  corn,  31  canners  reported  the 
pack  of  field  corn.  The  total  pack  of  field  corn  in  the 
Eastern  group  of  states  was  219,161  cases  and  in  the 
Western  group  775,799  cases,  or  a  total  of  994,960 
cases. 

Ten  canners  reported  a  pack  of  sweet  corn  on  the 
cob.  The  total  of  this  style  of  pack  in  the  East  was 
26,726  cases  and  in  the  West  68,516  cases,  or  a  total  for 
the  United  States  of  95,242  cases. 

For  the  first  time,  statistics  of  the  corn  pack  have 
been  assembled  this  year  to  show  the  pack  in  each 
state  by  varieties.  The  accompanying  tables  show  the 
pack  by  styles  and  varieties  in  the  various  states. 

Yours  very  truly, 

CARLOS  CAMPBELL. 

1936  PACK  SWEET  CORN 

State  Actual  Cases  Standard  Cases 

2,129.803 
944,043 
2,427,966 
671,133 
863,142 
830,604 
2,627,679 
693,220 
1,892,772 
1,032,617 
646,421 

TOTAL  UNITED  STATES  . 14,669,460 _ 14,668,189 _ 

The  conversion  of  1936  pack  to  a  basis  of  24/2’s  did  not  change  the  total 
materially  because  of  the  larger  pack  in  12  Z  Vac.  which  reduces  downward. 


Evergreen  Cream  Style 

r2z  sW- 

STATES  2  IE  10  8Z  Vac.  303  Misc.  Total 


East  States: 

Me.,Vt.&N.H.  . 

New  York  33,226  .  6,404  39,630 

Md.  &  Dela..  973,476  3,017  164,636  9,634  1,140,663 

Pennsylvania  267,400  .  .  .  .  267,400 

Ohio  111,400  .  .  4,000  .  116,400 

Other  States  120,173  1,900  6,462  128,636 

Total  East  .1,496,676  4,917  167,602  13,634  1,681,628 

West  States : 

Indiana  190,036  4,760  194,786 

Illinois  169,217  3,713  11,488  4,186  178,603 

Wisconsin  126,394  168  36,878  4,404  167,834 

Minnesota  1,404  .  .  .  160  .  1,664 

Iowa  &  Nebr.  368,382  14,144  10,741  10,113  393,380 

Other  States  39,703  .  .  .  .  39,703 

Total  West  875,136  18,016  63,857  ~  ~  18,862  976,869 

TOTAL  U.S.  2,370,810  22,932  231,359  TZ  .  32,396  2,667,497 


Narrow  Grain  Cream  Style 

STATES 

2 

1  E 

10  8Z 

12  Z  300- 
Vac.  303 

Misc. 

Total 

East  States : 
Me.,Vt.&N.H. 
New  York 

Md.  &  Dela. 
Pennsylvania 

85,915 

2,032 

1,414 

.  77,620 

166,861 

Ohio 

Other  States 

331,181 

7,367 

671 

339,119 

Total  East 

417,096 

2,032 

8,781 

.  77,520 

571 

606,000 

West  States: 

Indiana 

30,680 

30,680 

Illinois 

60,899 

5,314 

10,443 

.  9,380 

86,036 

Wisconsin 

Minnesota 

44,725 

44,725 

Iowa  &  Nebr. 
Other  States 

205,815 

13,405 

11,498 

.  36,118 

266,836 

Total  West 

342,119 

18,719 

21,941 

.  45,498 

428,277 

Total  U.  S. 

759,215 

20,751 

30,722 

.  123,018 

571 

934,277 

Country  Gentleman  Cream  Style 

12  Z  300- 

STATES  2  1  E  10  8Z  Vac.  303  Misc.  Total 


East  States : 

Me.,Vt.&N.H.  22,904  .  3,252  .  .  26,166 

New  York  25,179  2,709  1,034  311  .  200  .  29,433 

Md.  &  Dela.  28,876  .  656  .  .  .  29,431 

Pennsylvania  3,000  .  . .  s’ooo 

Ohio  64,335  1,347  3,126  .  .  19,351  264  881413 

Other  States  30,560  1,540  1,815  .  .  33,916 


Total  East  174,853  5,596  9,783  311  19,551  254  210,348 

West  States: 

Indiana  294,228  42,686  19,000  .  .  12,000  367,914 

Illinois  769,751  71,696  17,638  173  7,888  5,826  872,972 

Wisconsin  26,313  26,313 

Minnesota  64,684  6,873  3,888  74’445 

Iowa  &  Nebr.  44,713  1,900  2,339  48,962 

Other  States  11,625  3,728  .  86  9,089  .  24,628 


Total  West  1,211,314  1  25,883  42,865  1  73  8  6  2  8,977  6,826  1,415,124 

TOTAL  U.S.  1,386,167  131,479  52,648  484  86  48,628  6,080  1,625,472 


Crosby  Cream  Style 


12  Z  300- 

STATES  2  IE  10  8Z  Vac.  303  Misc.  Total 


East  States : 

Me.,Vt.&N.H.  227,206  8,082  9,652  .  .  16,055  27  260,922 

New  York  3,331  244  280  164  .  14  .  4,033 

Md.  &  Dela.  . . . 

Pennsylvania  .  .  .  .  .  . 

Ohio  .  .  .  .  .  . 

Other  States  2,842  .  .  .  .  2,842 

Total  East  233,379  8,326  9,832  164  ZIl  16,069  27  267,797 

West  States : 

Indiana  .  .  .  .  .  . 

Illinois  25,068  206  66  25,330 

Wisconsin  684  6,206  5,890 

Minnesota  39,322  8,191  4,329  1,630  53,472 

Iowa  &  Nebr.  .  .  .  .  .  . 

Other  States  732  .  .  2,493  .  3,225 

Total  West  65,806  8,397  9,591  1,630  ZH  2,493  Z^l  87,917 

TOTAL  U.S.  299,186  16,723  19,423  1,794  .  18,562  27  365,714 


Maine,  Vermont  and  New  Hampshire .  2,028,612 

New  York  .  940,970 

Maryland  and  Delaware  .  2,304,685 

Pennsylvania  .  665,666 

Ohio  .  862,286 

Indiana  .  808,963 

Illinois  .  2,566,196 

Wisconsin  .  570,211 

Minnesota  .  2,179,670 

Iowa  and  Nebraska  .  1,005,748 

Other  States  .  636,444 
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Bantam  &  Yellow  Cream  Style 

~  12  Z  300^ 

STATES  2  IE  10  8Z _ Vac.  303  Misc.  Total 


Me.,Vt.&N.H.  1,312,693  34,723  62,243  .  .  69,761  6,968  1,476,288 

New  York  481,928  62,348  18,438  11,785  72,623  1,697  638,719 

Md.  &  Dela.  90,268  .  2,098  .  .  34,631  ......  126,987 

Pennsylvania  18,000  .  .  .  .  18,000 

Ohio  144,456  14,077  1,525  .  .  64,451  282  214,791 

Other  States  74,202  489  3,472  .  .  78,163 

Total  East  2,121,437  101,637  87,776  11,785  .  221,466  7,847  2,661,948 

West  States : 

Indiana  116,403  4,772  700  .  .  10,040  .  130,916 

Illinois  693,992  33,618  9,715  146  25,454  104  763,028 

Wisconsin  146,009  227  10,755  160  4,721  161,872 

Minnesota  642,484  35,069  22,336  5,072  136,445  .  840,405 

Iowa  &  Nebr.  232,306  6,316  10,187  .  .  22,216  .  270,025 

Other  States  141,204  2,788  6,147  16,219  64,459  228,817 

Total  West  1,971,398  81,790  68,839  6,072  16,524  262,335  104  2,396,062 

TOTAL  U.S.  4,092,836  183,427  146,615  16,867  16,624  483,801  7,951  4,947,010 


Yellow  Whole  Grain 


12  Z  300- 

STATES  2  IE  10  8Z  Vac.  303  Misc.  Total 

* 

Me.,Vt.&N.H.  222,411  2,987  6,722  .  22,162  11,891  .  266,163 

New  York  126,888  2,639  6,163  29,304  41,117  4,591  10,869  221,666 

Md.  &  Dela.  229,727  1,669  6,197  .  237,693 

Pennsylvania  80,988  11  2,889  .  .  83,888 

Ohio  74,443  1,259  1,466  4,400  81,668 

Other  States  25,395  437  1,944  116  27,891 

Total  East  769,847  9,002  26,371  29,304  63,269  20,997  10,869  918,669 

West  States: 

Indiana  37,300  2,000  .  2  39,302 

Illinois  247,976  2,830  10,790  .  228,837  42,112  636  633,179 

Wisconsin  54,196  .  13,613  60,666  .  6,167  .  134,521 

Minnesota  305,460  5,269  18,850  1,348  820,760  864  23,009  1,175,650 

Iowa  &  Nebr.  21,954  .  .  21,964 

Other  States  61,166  982  4,420  837  67,396 

Total  West  728,041  11,081  47,673  62,842  1,049,587  49,133  23,644  1,971,901 

TOTAL  U.S.  1,487,888  20,083  72,944  92,146  1,112,856  70,130  34,513  2,890,660 


White  Whole  Grain 


12  Z  300- 

STATES  2  1 E  10  8Z  Vac.  303  Misc.  Total 

East  States: 

Me.,Vt.&N.H.  83  .  .  83 

New  York  6,674  219  806  7,699 

Md.  &  Dela.  672,893  22,625  6,248  .  .  1,464  .  603,130 

Pennsylvania  282,867  17,160  3,361  303,378 

Ohio  12,670  31  394  12,995 

Other  States  613  210  707  1,430 

Total  East  876,600  40,135  11,616  1,464  TZ  928,615 

West  States: 

Indiana  39,000  6,087  1,280  45,367 

Illinois  89,714  6,427  4,630  .  600  6,438  238  107,047 

Wisconsin  28,797  .  269  .  .  .  29,056 

Minnesota  22,023  1,670  6,268  .  .  .  4,373  34,234 

Iowa  &  Nebr.  4,601  .  .  .  .  4,601 

Other  States  .  .  .  .  .  . 

Total  West  184,136  12,084  12,437  600  6,438  4,611  220,306 


TOTAL  U.S.  1,059,635  62,219  23,953  .  600  7,902  4,611  1,148,920 

• 

HERBERT  L.  LEWIS  is  now  in  charge  of  the  Baltimore 
office  (Court  Square  Building)  of  Sprague-Sells  Di¬ 
vision  of  the  Food  Machinery  Corporation,  succeeding 
his  brother,  Harold  R.  Lewis,  whose  recent  untimely 
passing  came  as  a  severe  shock  to  the  company  and  his 
many  friends.  Herbert  Lewis  has  been  associated  with 
the  Hoopeston  office  of  the  company  for  several  years, 
prior  to  which  he  was  engaged  in  the  canning  business 
with  a  large  company  maintaining  canneries  all  over 
the  country.  His  actual  canning  experience  and  his 
training  with  Sprague-Sells,  place  him  in  excellent 
position  to  intelligently  advise  and  serve  the  canners 
in  the  Tri-State  territory. 


NEW  FOOD  REGULATIONS  IN  NORTH  DAKOTA 

Issued  by  North  Dakota  Regulatory  Department, 
Bismarck,  N.  D. 

LABELING  OF  CANNED  SALMON 

After  January  1,  1937,  all  canned  salmon  offered  for 
sale  in  North  Dakota  must  be  labeled  in  accordance 
with  the  following  regulation. 

It  has  been  found  that  inferior  species  of  salmon  are 
frequently  canned  and  labeled  without  designating  the 
species  employed,  or  labeled  with  some  name  which  is 
not  understood  by  the  consumer  to  indicate  an  inferior 
variety.  In  fact,  many  packers  have  put  up  humpback 
or  dog  salmon  without  designating  them  as  such  or 
have  used  a  fancy  name,  and  thus  they  are  sold  to 
consumers  who  may  believe  them  to  be  of  superior 
varieties. 

*  «  4> 

The  following  regulation  is  hereby  adopted  in  con¬ 
formity  with  Section  18  of  the  North  Dakota  Food 
and  Drugs  Act  to  become  effective  January  1,  1937,  to 
prevent  fraud  and  deception  in  the  sale  of  canned 
salmon. 

REGULATION  32 

LABELING  OF  CANNED  SALMON 
Adopted  October  15,  1936 
To  become  effective  January  1,  1937 

Canned  salmon  shall  be  labeled  to  designate  the  spe¬ 
cies  of  salmon  in  the  can  with  one  of  the  common 
names  listed  below  belonging  to  the  species  of  fish 
canned : 

1.  Oncorhynchus  nerka.  Red  or  Red  (blueback  or 
sockeye) . 

2.  Oncorhynchus  tschawytscha.  Chinook  or  Chinook 
(king  or  spring) . 

3.  Oncorhynchus  kitsitch.  Coho  or  Coho  (medium 
red  or  silver). 

4.  Oncorhynchus  gorbuscha.  Pink  or  humpback. 

5.  Oncorhynchus  keta.  Chum,  keta  or  dog. 

C.  S.  LADD, 

State  Food  Commissioner  and  Chemist. 

CANNED  DOG  FOOD 
ANALYSES  AND  STANDARDS 

Canned  dog  food  has  recently  become  an  important 
commercial  item.  It  has  provided  a  means  for  the 
utilization  of  meat  scrap  which  has  hitherto  been  con¬ 
verted  to  tankage.  It  has  also  provided  some  manu¬ 
facturers  with  another  excellent  means  for  marketing 
water  to  the  consuming  public.  The  meat  products  em¬ 
ployed  are  generally  of  the  most  inferior  quality,  vary¬ 
ing  from  wholesome,  sound  meat  scraps  to  intestinal 
material  and  lung  tissue.  By  the  use  of  a  cereal  filler, 
a  semi-solid  product  with  a  moisture  content  as  high 
as  80  per  cent  has  been  found  on  the  market.  It  is 
apparent  that  the  consumer  is  paying  as  high  a  price 
for  canned  meat  scrap  as  for  rather  expensive  cuts  at 
his  local  meat  market 

Twenty-eight  samples  of  fifteen  brands  of  canned 
dog  food  have  recently  been  analyzed.  Of  these,  ap- 
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LANGSENKAMP 

EQUIPMENT 

Means  Products  of  Finer  Quality 
at  Greatly  Reduced  Production  Cost 


#  Above,  from  left  to  right:  Improved  '36'  Kook- 
More  Koils,  for  installation  in  old  tanks,  or  available 
in  complete  units  with  tanks  of  Red  Heart  Gulf 
Cypress,  glass-lined  steel  or  Stainless  Steel;  Indiana 
Pulper,  Standard  Model,  also  available  in  Junior 
and  Colossal  models;  Indiana  Paddle  Finisher  also 
available  in  Colossal  model;  Indiana  Improved 
Brush  Finisher;  Indiana  Chili  Sauce  Machine;  Lang- 
senkamp  Steam  Jacketed  Kettles,  available  in  any 
style  or  size.  At  Right:  The  Langsenkamp  Strainer 
for  Pulp  or  juice.  At  bottom:  Indiana  Gallon  Filler. 


#  The  record  established  by 
Lanssenkamp  Equipment  over  a 
period  oF  many  years,  for  depend¬ 
ability,  and  for  a  hish  quality  of 
product — makes  it  the  leading  line 
in  the  tomato  products  field. 

Each  unit  in  the  line  has  been  care¬ 
fully  engineered  and  developed  to 
enable  the  plant  operator  to  in¬ 
crease  profits  on  production. 

Langsenkamp  units  last  longer, 
therefore  their  original  cost  is 
spread  over  more  seasons.  They 
require  less  upkeep,  and  due  to  greater  dependability, 
avoid  expensive  shutdowns  and  delays.  Nearly  every 
Langsenkamp  unit  decreases  payroll  requirements,  and 
every  piece  will  enable  the  operator  to  put  more 
quality  into  his  pack.  If  your  require  new  equipment 
for  next  season  plan  now  to  install  Langsenkamp  Units. 


SEE  PAGE  18  FOR  IMPORTANT  ANNOUNCEMENT 


#  The  Indiana  Model  "A"  Juice  Extractor 
(below)  the  highest  capacity  juice  production 
unit  that  can  be  installed.  Produces  finest 
quality  juice  without  necessity  of  coring 
tomatoes.  Model  "B"  available  when  less 
capacity  is  required. 


quality  provided  by  fastidious  selection 
of  tomatoes  and  careful  extracting.  Stain¬ 
less  Steel  tanks,  coils,  agitators  and  pip¬ 
ing.  Nickel  valves  and  fittings.  Tanks 
equipped  with  individual  motors. 

#  Langsenkamp  produces  all  kinds  of  tanks  in 
Stainless  Steel,  in  standard  sizes  and  construction 
or  builds  them  to  individual  specifications. 

LANGSENKAMP  CONTINUOUS  HOT  BREAK  SYSTEM 
FOR  PROOUCING  TOMATO  JUICE 

•  This  new  Langsenkamp  Hot  Break  System  handles 
tomatoes  from  inspection  table  to  filler  without  inter¬ 
ruption.  Use  of  enclosed  steam  coils  for  breaking 
down  process  prevents  water  from  entering  juice. 
Canners  enthusiastic  over  practicality,  efficiency  and 
low  installation  cost. 


F.  H.  LANGSENKAMP  COMPANY 

“EFFICIENCY  IN  THE  CANNING  PLANT” 

INDIANAPOLIS,  INDIANA 
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proximately  35  per  cent  of  the  brands  showed  short 
weight;  41  per  cent  were  deficient  in  protein;  30  per 
cent  deficient  in  fat,  and  35  per  cent  contained  exces¬ 
sive  crude  fiber.  Moisture  content  varied  from  59.9 
per  cent  to  80  per  cent;  protein  from  the  extremely 
low  figure  of  4.1  per  cent  to  18  per  cent;  fat  from  1 
per  cent  to  7.2  per  cent,  and  crude  fiber  from  0.4  per 
cent  to  1.1  per  cent. 

It  is  logical  that  dog  foods  should  contain  50  per 
cent  by  weight  of  fresh,  sound  meat  or  fish,  that  75 
per  cent  of  the  protein  content  be  of  animal  or  fish 
origin,  with  a  minimum  of  10  per  cent  protein  and  2 
per  cent  fat  and  a  maximum  of  1  per  cent  fiber.  These 
limits  are  very  liberal  and  provide  a  basis  for  the 
elimination  of  the  obviously  fraudulent  mixtures. 

North  Dakota  is  adopting  such  a  standard  to  become 
effective  on  all  canned  dog  food  offered  for  sale  after 
December  1,  1936.  Several  other  States  have  adopted 
similar  standards,  notably  California.  Ethical  manu¬ 
facturers  interested  in  preventing  this  class  of  product 
from  becoming  discredited  would  do  well  to  promote 
the  adoption  of  such  a  standard  in  all  States  and  see 
to  it  that  a  high  enough  standard  is  set. 

It  has  been  claimed  that  canned  dog  food  is  being 
diverted  to  use  for  human  consumption.  Some  manu¬ 
facturers  can  claim  a  major  portion  of  credit  for  this 
condition.  Statements  such  as  “Fit  for  human  food” 
and  the  like  have  undoubtedly  led  some  unfortunate 
persons  to  utilize  an  apparently  economical  and  safe 
meat  supply.  That  such  statements  are  supposedly  to 
be  construed  as  connoting  only  wholesomeness  of  prod¬ 
uct  and  not  as  offering  it  for  human  consumption  is 
an  example  of  the  ethics  of  modern  high-power  adver¬ 
tising. 

C.  S.  LADD, 

State  Food  Commissioner  and  Chemist. 
October  15,  1936. 

DEFINITIONS  AND  STANDARDS 
“CANNED  DOG  FOOD” 

Adopted  October  15,  1936 
To  become  fully  effective  December  1,  1936 

1.  The  term  “dog  food,”  “cat  food,”  “dog  and  cat 
food,”  “pet  food”  or  any  similar  term  used  in  connec¬ 
tion  with  any  product  packed  in  hermetically  sealed 
containers  means  a  commercially  sterile  food  product 
that  is  wholesome  and  nutritious  for  dogs,  cats,  or  any 
domesticated  animal.  Said  dog  food,  cat  food,  dog  and 
cat  food  or  pet  food  is  to  be  composed  of  edible  fresh 
and/or  frozen  or  cured  meat  and/or  meat  by-products 
and/or  fish.  It  may  contain  cereals  or  other  vitamin- 
containing  substances  and  must  contain  such  cereals, 
edible  accessory  food  products,  edible  mineral  or  vita¬ 
min-containing  substances  provided  the  presence  of 
any  or  all  of  these  is  indicated  on  the  label. 

2.  The  term  “edible”  shall  be  construed  to  mean  con¬ 
forming  with  the  provisions  of  the  North  Dakota  Food 
and  Drugs  Act,  Section  5,  B  Sixth. 

Section  5.  For  the  purpose  of  this  Act  a  food  or 
drug  shall  be  deemed  to  be  adulterated,  B.  In  the 
case  of  foods; 


Sixth.  If  it  consists  in  whole  or  in  part  of  a  filthy, 
decomposed  or  putrid  animal  or  vegetable  substance, 
or  any  portion  of  an  animal  unfit  for  food,  or  if  it 
be  the  product  of  a  diseased  animal,  or  one  that  has 
died  otherwise  than  by  slaughter. 

3.  The  fresh  and/or  frozen  or  cured  meat  and/or 
meat  by-products  and/or  fish  content  of  the  finished 
product  shall  in  all  cases  be  not  less  than  an  amount 
equal  in  weight  to  all  cereal  and/or  cereal  by-products 
or  filler  contained  therein. 

4.  Protein  supplements  such  as  cracklings,  meat 
meal,  meat  scraps,  soya  bean  oil  meal,  sesame  meal, 
coconut  meal,  peanut  meal,  fish  meal,  or  other  recog¬ 
nized  protein  supplements  may  be  used  only  in  their 
true  supplemental  relation.  A  total  of  15  per  cent  by 
weight  of  protein  supplement  can  be  used  in  propor¬ 
tion  to  the  total  weight  of  fresh  and/or  frozen  or  cured 
meat  and/or  meat  by-products  and/or  fish  content  in 
the  finished  product  as  defined  above. 

5.  STANDARDS— CHEMICAL  ANALYSIS. 

(a)  Protein  content — a  minimum  of  10  per  cent 

total  protein,  75  per  cent  of  which  must  be  of  animal 
origin.  This  means  that  the  product  must  contain 
at  least  7.5  per  cent  minimum  protein  of  animal 
origin.  • 

Protein  of  animal  origin  is  interpreted  to  mean 
protein  from  meat  and  meat  by-products  either  fresh 
or  cured,  or  both,  which  is  clean  and  wholesome. 

(b)  Fat  content — a  minimum  of  2  per  cent. 

(c)  Crude  fiber  content — a  maximum  of  1  per  cent. 

(d)  Carbohydrates — a  maximum  of 

(e)  Calcium — a  minimum  of 

(f)  Phosphorus — a  minimum  of 

(g)  Calories  per  can — a  minimum  of 

(h)  Moisture — ^a  maximum  of  75  per  cent. 

The  packer  shall  have  a  chemical  analysis  made  to 
determine  the  above.  The  same  shall  be  kept  on  file 
and  a  copy  forwarded  to  this  department  with  the 
application  for  registration  of  the  product. 

6.  LABEL.  The  label  of  all  canned  dog  food  must 
bear,  imprinted  thereon  in  a  legible  manner,  the  fol¬ 
lowing  : 

GUARANTEED  ANALYSIS 

Crude  protein . a  minimum  of  10  per  cent 

Crude  fat . a  minimum  of  2  per  cent 

Crude  fiber . a  maximum  of  1  per  cent 

7.  The  label  must  likewise  have  imprinted  thereon  a 
statement  of  the  ingredients  used  in  the  manufacture 
in  order  of  their  preponderance  as  to  weight.  This 
shall  appear  in  a  clear  and  conspicuous  place  on  the 
label  in  legible  type. 

8.  Statements  such  as  “Fit  for  human  food”  which 
might  be  construed  as  offering  the  product  for  human 
consumption  are  prohibited. 

9.  INGREDIENTS  USED  AND  LABELING.  All 
ingredients  used  and  all  labels  must  comply  with  the 
provisions  of  the  North  Dakota  Food  and  Drugs  Act. 

10.  NET  WEIGHT.  Canned  dog  food  shall  be  sold 
only  in  cans  holding  one  pound  net  weight  or  whole 
multiple  of  one  pound  and  not  any  fractions  thereof. 

C.  S.  LADD, 

State  Food  Commissioner  and  Chemist. 
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STOKES  MASTER 
MARGLOBE 

now  in  its  fourteenth  generation, 
remains  one  of  the  great  varieties. 

If  you  have  not  included  this  in  your 
1936  acreage  do  not  fail  to  give  it 
consideration  next  year.  It  has 
again  demonstrated  its  ability  to 
produce  record  yields  of  uniformly 
high  quality  fruit.  Stokes  Master 
Marglobe  has  been  developed  and 
grown  by 

FRANCIS  C.  STOKES  &  CO.,  Inc. 

Stokesdale  Proving  Grounds 
Moorestown,  Burlington  County,  New  Jersey 


High  Speed 


CANNING  MACHINERY 

made  of  the  best  metals 
SYRUPERS  for  Fruits 


FILLERS  for  Soups,  Juices, 
Puree,  Ketchup,  Oil  and  Beer 


UNIT  ROLLER  EXHAUST 
BOXES,  any  capacity  .  .  . 

all  sizes  of  cans. 

SAFE  - T  -  CLUTCHES 
NEVER  -  MISS  TIMERS 


E.  J.  JUDGE 

Canning  Machinery 
ALAMEDA,  CALIFORNIA 


dojeA.  teJlZ! 


After  several  years  of  careful  study  it  was  found  that 
^^Tirne  does  telV  the  story  when  you  talk  in  terms  of  3 
Quality  Pea  Grading.  “Hansen”  has  solved  that  pro¬ 
blem.  You  should  give  serious  thought  to  pack 
Quality  Peas. 

Hansen  ^  Quality  Graders 

will  materially  assist  in  obtaining  this  objective. 


For  further  particulars  write 


HANSEN  CAN’G.  MACH.  Corp. 

CEDARBURG,  WISCONSIN,  U.  S.  A. 


California  RepresontatiTe:  KING  SALES  &  ENGINEERING  CO.. 
206-210  First  Street,  San  Francisco,  California 

Intermountain  Representative:  JAMES  Q.  LEAVITT  COMPANY, 
1955  1st  Are.  South,  Seattle  Washinston.  Also  1523  Twenty-Seventh 
St..  Ocden,  Utah 


LI 


12 


November  16, 19S6 


GRAMS  of 


A.  K.  ROBINS  &  COMPANY,  Baltimore,  and  F.  H,  Lang- 
senkamp  Company,  Indianapolis,  have  joined  hands  in 
an  agreement  of  the  two  nationally  known  canning 
machinery  manufacturing  firms,  in  which  A.  K.  Robins 
&  Company  becomes  eastern  representatives  for  the 
Langsenkamp  line  of  tomato  products  plant  equipment, 
an  important  addition  to  their  complete  line  of  canning 
machinery.  F.  H.  Langsenkamp  Company  will  now 
enjoy  the  same  close  and  effective  sales  representation 
in  the  East  maintained  by  A.  K.  Robins  &  Company  as 
a  result  of  the  company’s  long  association  with  canners 
in  the  States  of  Maryland,  New  Jersey,  Delaware,  Vir¬ 
ginia  and  Pennsylvania,  as  manufacturers  of  over  50 
pieces  of  canning  equipment  and  outfitters  of  complete 
canning  plants  for  every  canned  product. 

• 

FIRE  CAUSED  approximately  $50,000  damage  to  Burn¬ 
ham  &  Morrill  Company’s  canning  plant  and  warehouse 
at  Denmark,  Maine,  on  October  27th. 

• 

VIMPEP  FOODS,  INC.,  Cambridge,  Maryland,  which 
thirty  days  ago  completed  and  placed  in  operation  its 
elaborate  pet  food  plant,  announces  the  introduction 
of  “Smarty”  a  new,  scientifically  balanced  health  food 
for  dogs  and  cats,  which  has  already  been  readily 
accepted  by  the  trade. 

• 

IRVING  H.  GRANICHER  of  the  sales  department  of  the 
California  Packing  Corporation,  San  Francisco,  is 
enjoying  a  vacation  in  the  South,  aftering  having 
attended  a  convention  in  Texas. 

• 

RIDGELY  w.  VANE,  who  is  known  to  the  canning  trade 
as  “Dick”  Vane,  has  joined  the  sales  organization  of 
the  American  Can  Company,  with  headquarters  at  the 
Baltimore  office.  Dick  has,  as  a  matter  of  fact,  re¬ 
turned  to  the  organization  of  the  American  Can  Com¬ 
pany,  since  he  was  formerly  connected  with  the  Service 
Department  for  some  years. 

• 

AGAIN  IN  1936  the  new  “Miss  America”,  Rose 
Veronica  Coyle,  has  proclaimed  Phillips  Delicious 
Foods  “the  grandest  of  them  all.”  Miss  Coyle,  22-year- 
old  college  graduate  of  Yeadon,  Pennsylvania,  won  the 
title  of  “Miss  America  of  1936”  at  the  recent  pageant 
in  Atlantic  City,  in  competition  with  a  group  of  48 
entrants  from  States  and  Cities.  This  is  the  second 
consecutive  year  that  the  Nation’s  Beauty  Queen  has 
enthusiastically  endorsed  these  Southern  Soups. 

• 

STANDARD  CONVEYOR  COMPANY,  North  St.  Paul, 
Minnesota,  has  successfully  applied  the  use  of  a  flexible 
chain  conveyor  to  exhaust  box  operation,  making  many 
beneficial  claims  for  its  use. 

• 

GYPSUM  CANNING  COMPANY,  Port  Clinton,  Ohio,  is 
building  a  new  modern  cannery  at  Bellevue,  Ohio. 


INTEREST 


ANNOUNCEMENT  of  1937  advertising  plans  on  canned 
salmon  was  recently  made  by  the  advertising  com¬ 
mittee  office  of  the  Canned  Salmon  Industry.  Women’s 
magazines  and  farm  journals  which  carried  the  1936 
consumer  copy,  will  continue  as  basic  media  in  this 
campaign.  Good  Housekeeping,  Woman’s  Home  Com¬ 
panion,  Ladies  Home  Journal,  and  McCall’s  Magazine 
make  up  the  woman’s  group,  while  farm  journals 
carrying  the  schedule  include  Country  Gentleman, 
Successful  Farming,  and  Progressive  Farmer.  Satur¬ 
day  Evening  Post  and  True  Story  Magazine  have  also 
been  added  for  1937.  A  feature  of  the  1937  advertis¬ 
ing  schedule  is  the  manner  in  which  circulation  of  the 
advertising  has  been  peaked  during  three  major 
merchandising  periods,  the  first  of  which  will  be 
National  Canned  Salmon  Week  opening  the  Lenten 
season.  Recognizing  the  great  value  to  the  trade  of 
the  merchandising  material  furnished  by  the  Canned 
Salmon  Industry  during  1936,  when  more  than  487,- 
000  window  and  store  banners  were  distributed  upon 
request,  the  advertising  committee  has  made  plans  for 
even  greater  cooperation  of  this  sort  with  retailers 
during  1937.  Success  of  the  1936  campaign,  together 
with  the  record  pack  in  Alaska,  has  led  to  a  50  per 
cent  increase  in  advertising  expeditures  for  next  year. 

• 

A  NEW  CONTAINER  especially  adapted  to  canned  foods 
and  other  merchandise,  has  been  announced  by  David 
Weber  &  Company,  manufacturers  of  Pak-Safe  cor¬ 
rugated  products.  Revolutionary  in  design,  the  new 
container  is  trade  named  “Liner-Joint”  permits  end- 
to-end  meeting  of  the  corrugated  flutes  and  utilizes  the 
tough  fiber  liner  stock  to  lock  the  seam  inside  and  out¬ 
side  for  double  strength  and  security.  This  construc¬ 
tion  does  away  with  the  ordinary  manufacturer’s  joint. 
The  new  container  is  smooth  inside  and  outside,  mak¬ 
ing  for  greater  packing  space  and  safety.  There  are 
no  stitches  or  tape  used  in  making  the  joint.  “Liner- 
Joint  is  particularly  adapted  to  canned  foods  ship¬ 
ments,”  said  1.  H.  Weber,  vice-president  of  David 
Weber  &  Company.  “Horizontal  corrugations  give 
greatest  possible  end  load  rigidity  against  shifting  in 
transportation,  while  vertical  grains,  running  at  right 
angles  to  can  heads,  prevents  them  from  cutting 
through  the  container.”  Important,  too,  is  the  new 
Liner-Joint  even-stacking  feature.  Because  the  new 
joint  lies  absolutely  flat,  Liner-Joint  containers  can  be 
stacked  high  on  storage  floors,  saving  valuable  storage 
space  for  empty  cases.  A  sample  Number  2  canner’s 
case  of  Liner-Joint  construction  will  be  sent  for  testing 
by  writing  the  company  at  3500  Richmond  Street, 
Philadelphia,  Pennsylvania. 

(Continued  on  page  28) 
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^  A  ivrivri?  T>  C  17  17  rk  C  M  prompt  shipment 

Jr\.  J-  1  J-  1  I  J  XV  r-i  m  A  XX  or  future  contract 


MASTER  MARGLOBE  TOMATO 


PEAS  •  BEANS  •  CORN 
BEET  •  CARROT  •  CABBAGE 
PICKLE  CUCUMBER  SEED 


A  complete  line  of  canners’  seeds  car¬ 
ried  at  all  our  warehouses: — Atlanta, 
Ga;  Sacramento,  Cal;  Mercedes, 
Texas;  Toledo,  Ohio; — Home  office, 
Milford,  Conn. 


F.  H.  WOODRUFF  &  SONS 


MILFORD 


CONNECTICUT 


See  our  Exhibits  and  Representatives  at  all  Conventions 


THE  1936  DIRECTORY  OF  CANNERS 

Now  Ready!  Enter  your  order  now  for  the  27th  edition.  Compiled  by  the  National  Canners  Association, 
from  Statistical  Reports  and  such  other  reliable  data. 

Carefully  prepared  and  up-to-date;  lists  corrected  by  Canners  themselves;  verified  by  competent 
authorities.  The  various  articles  packed  and  other  valuable  information  is  given.  Distributed 
free  to  members  of  the  National  Canners  Association.  Sold  to  all  others  at  $2.00  per  copy,  postage 
prepaid.  The  book  that  is  needed  by  all  wholesale  grocers,  brokers,  machinery  and  supplymen, 
salesmen,  and  practically  everybody  interested  in  the  canning  industry.  Get  your  order  in  now. 


National  Canners  Association^ 


1739  H.  St.,  N.  W.  Washington,  D.  C. 


PERSONAL  CHECKS  ACCEPTED 


The  Kyler  LABELER  and  BOXER 


For  economical,  hish  quality  production,  KYLER  LABELING 
and  BOXING  MACHINES  are  without  equal.  Their  initial 
low  cost,  dependable  operation  and  freedom  from  repairs  make 
them  the  most  profitable  machines  of  this  type  ever  built. 
KYLER  LABELING  and  BOXING  MACHINES  embody 
time-tried  and  proved  principles  of  construction  throughout, 
with  working  parts  that  are  strong,  simple  and  accurate. 


Westminster  Machine  Works,  Westminster,  Md.,  u.  s.  a. 

Domestic  Distributors — A.  K.  Robins  &  Company,  Inc.,  Baltimore,  Md. ;  Cnisholm-Ryder  Co.,  Niagara  Falls,  N.  Y.,  J.  L.  Ferguson  Lompany.  Jui.e., 
Illinois ;  Berlin  Chapman  Company,  Berlin,  Wisconsin ;  Bellingham  Chain  &  Forge  Co.,  South  Bellingham,  Wash. ;  Emmons  &  Gallagher,  Oakland, 
California.  Canadian  Distributor — The  Brown  Boggs  Foundry  &  Machine  Co.,  Ltd.,  Hamilton,  Canada.  Ateliers  de  Construction  E.  Lecluyse,  S.  A., 
Antwerp,  Belgium,  Manufacturers  for  Continental  Europe. 
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Be  Careful  in  Selecting  New  Products 

By  “BETTER  PROFITS” 

Special  Correspondent  of  The  Canning  Trade 


A  CANNER  in  New  York  State  writes : 


A 


“It  seems  to  me  I  have  read  in  your  column  of  a 
rule  for  use  in  determining  whether  or  not  a  new 
product  should  be  marketed.  Like  many  small  canners 
we  have  a  well  organized  and  equipped  factory.  It’s  in 
use  a  few  months  in  the  year  and  then  lies  idle  w'hile  over¬ 
head,  insurance,  etc.,  go  right  on.  We  have  a  number  of 
good  brokers  selling  our  present  output,  and  feel  we  might 
be  able  to  profitably  dispose  of  an  additional  item  or  two  in 
our  line  if  we  were  to  produce  them.  Of  course,  they  would 
have  to  be  manufactured,  and  we  are  wondering  if  you  can 
help  us  arrive  at  a  decision  in  the  matter.” 


The  rule  for  determining  whether  or  not  one  is 
justified  in  marketing  a  new  product  is  plain  and 
simple.  In  order  to  be  reasonably  certain  of  financial 
success  in  such  an  undertaking  one  must  have  an 
affirmative  answer  to  the  question,  “Is  there  a  need  for 
the  product  I  am  about  to  produce?”  Not,  “If  I  make 
this  thing  will  I  eventually  make  more  money,”  but: 
“Do  the  retail  customers,  the  consumers  in  territory 
adjacent  to  my  plant,  need  a  product  such  as  I  intend 
selling?”  Also:  “Are  there  others  already  in  the  field 
with  a  like  product  which  is  taking  up  rapidly  about 
all  the  consumers’  demand  at  present?” 


Our  correspondent  mentions,  however,  an  important 
factor  in  arriving  at  a  decision.  One,  if  true,  that 
should  prove  a  valuable  asset  in  the  venture.  Notice 
he  says,  “We  have  a  number  of  good  brokers  already 
selling  our  line,  and  feel  we  might  be  able  to  profitably 
dispose  of  a  new  item  or  two.”  A  number  of  years  ago 
as  some  of  you  may  have  read,  a  couple  of  small  town 
manufacturers  conceived  the  idea  of  adding  a  powdered 
milk  product  to  already  mixed,  ready  to  use  pancake 
flour.  Until  that  time  self-rising  pancake  flours  were 
simply  that  and  nothing  more.  Nothing  but  flour, 
buckwheat,  corn  or  wheat  and  leavening  with  some¬ 
times  a  little  salt  added.  Along  came  these  two 
pioneers  and  before  anyone  realized  what  was  going 
on  they  had  added  powdered,  malted  buttermilk  to  self¬ 
rising  pancake  flour  and  in  so  doing  shoved  the  pan¬ 
cake  flour  industry  twenty  years  and  a  million  cases 
ahead  in  volume.  In  a  short  time  imitators  were  add¬ 
ing  milk  from  which  the  butterfat  had  been  carefully 
removed,  others  added  skim  milk  and  said  so  broadly, 
but  all  fell  into  line.  The  leader  increased  sales  one 
hundred  per  cent  and  more  yearly  for  several  years 
until  the  shortage  of  wheat  flour  during  the  great  war 
and  then  the  addition  of  unpalatable  substitutes  for 
wheat  ruined  the  product  and  the  company  making  it. 
The  point  is  that  in  this  instance  the  manufacturers 
while  seeking  an  outlet  for  skim  milk  and  dried  pow¬ 
dered  buttermilk  also  uncovered  a  need  among  house¬ 


wives  for  a  self-rising  pancake  flour  with  the  milk 
already  in  it  ?  Small  wonder  sales  increased  by  doubles 
and  triples. 

The  pioneers  were  helped  in  their  early  years  of 
business  development  by  a  number  of  food  brokers 
looking  for  new  articles  of  food  possessing  merit,  and 
the  attribute  of  novelty  as  well  if  possible.  These  were 
a  part  of  the  interesting  sales  story  covering  the  new 
pancake  flour,  the  tale  read  so  romanticly  that  one  con¬ 
sumer  after  another,  one  broker  and  then  more  took 
up  the  line  and  did  their  bit  toward  popularizing  it. 
If  our  reader,  and  correspondent,  has  a  lot  of  brokers 
knowing  his  present  pack  and  willing  to  work  like  the 
dickens  to  put  over  a  new  product  or  two,  it’s  not  a 
bad  guess  to  predict  that  success  will  not  be  long  in 
camping  on  the  front  door  step  of  our  friend,  if  he 
finds  it  possible  to  get  into  production  on  the  new¬ 
comer  at  once. 

About  the  time  the  new  pancake  flour  was  being 
popularized  a  macaroni  manufacturer,  selling  a  lot  of 
nationally  advertised  macaroni  and  kindred  products, 
felt  he  needed  more  duties  for  his  sales  force  to  per¬ 
form.  As  a  result  he  introduced  a  new  cereal  to  his 
trade.  Bran  and  raisins,  iron  and  all  the  lesser 
minerals  in  a  more  or  less  appetizing  combination  were 
marketed  and  are  still  being  sold  today  by  the  man 
who  originated  the  combination. 

There  is  not  a  canner  in  our  country  but  what  has 
manufacturing  capacity  to  take  care  and  more  of  all 
the  first  years’  business  booked  on  a  new  item,  no 
matter  what  its  quality  or  within  reason  the  price  at 
which  it  will  be  retailed.  The  great  problem  for  us  to 
solve  is :  have  we  the  outstanding  product  we  ought  to 
have,  and  will  the  people  of  the  country  buy  it  in 
sufficiently  large  quantities,  and  often  enough,  to 
warrant  our  engaging  in  the  manufacture  of  it?  Of 
even  greater  importance  is  the  ready  assent  of  our 
brokers  to  the  query,  “Will  you  sell  the  items  with 
which  we  supply  you?” 

Don’t,  whatever  you  do,  consider  packing  baked 
beans,  dog  food  or  even  strained  vegetables  for  infant 
feeding.  The  supply  of  these  is  already  way  ahead  of 
possible  consumer  demand.  A  leading  advertiser 
among  canners  has  been  selling  coffee  successfully  for 
years.  One  of  the  oldest  distributors  of  hams  and 
bacon  of  a  strictly  quality  grade  really  made  their 
business  when  they  started  making  a  better  gum  than 
had  been  marketed  up  to  that  time.  So  you  see,  often 
the  farther  you  go  away  from  your  present  line  when 
putting  over  a  new  one,  the  more  money  you  are  apt 
to  make. 
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REAL  INSURANCE 
SERVICE 

#  is  more  than  simple  issuance  of  policies  to  your 
order.  It  means  proper  supervision  of  your 
entire  insurance  set>up. 

•  It  calls  for  an  expert  survey  of  your  physical 
properties  so  that  your  specific  requirements 
may  be  met  in  the  most  comprehensive  yet 
economical  manner. 

#  It  suggests  the  elimination  of  hazards  and  the 
installation  of  safeguards  in  order  to  bring 
your  insurance  costs  down  to  the  lowest  figure. 

CAHNERS  EXCHANGE  SUBSCRIBERS 

WARNER  INTER -INSURANCE  BUREAU 

LANSING  B.  WARNER,  Incorporated 
540  N.  Michigan  Ave.,  CHICAGO 


^  ■» 


MODERN  / 
DESIGNS 

to  meet  your  trade  requirements. 


BEDFORD 


You  can  depend  on  the 

CRCO  Power  Unit 

Designed  to  give  steady  power 
under  all  operating  conditions 
—a  Real  Quality  Unit, 


Pi  EDMONT  LABELCOM  PANV 

I N C OR PO RATED 

DESIGNERS  '  '  LITHOGRAPHERS 


•  With  a  wide  ranqe  of  speeds,  CRCO  Power 
Units  are  built  to  supply  steady,  dependable, 
unfluctuatinq  power  at  all  times,  regardless  of 
the  load  in  the  viner.  The  sturdy  construction, 
easy  and  accurate  control,  and  low  gasoline 
consumption  —  plus  unfailing  power  —  make 
CRCO  Power  Units  economical  both  in  opera¬ 
tion  and  upkeep.  Write  for  Bulletin  PU-1 
and  prices. 

CHISHOLM-RYDER  CO., 

NIAGARA  FALLS,  NEW  YORK 

Chisholm-Ryder  Sales  Corp.  Jas.  Q.  Leavitt  &  Co.  Chisholm-Ryder  Sales  Corp. 
Columbus,  Wis.  Osden,  Utah  Seattle,  Wash. 


VIRGINIA 


A.  K  Robins  &  Co.,  Inc. 
Baltimore,  Md. 


Chisholm-Ryder  Co. 
Niasara  Falls,  Canada 
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If  the  problem  confronting  our  interested  reader 
were  mine,  and  I  had  in  my  brokers  the  confidence  he 
has,  I’d  call  them  together  at  my  expense ;  I’d  entertain 
them  and  then  at  the  close  of  the  conference  I  would 
supply  those  nearest  my  office  with  samples  sufficient 
for  a  number  of  consumers.  I  would  have  a  tentative 
wholesale  and  retail  price  fixed,  I  would  ask  each  man 
to  whom  samples  were  given  to  go  home  and  hand  the 
sample  to  a  friend  who  should  be  asked  to  give  their 
honest  opinion  of  it  at  the  retail  price  fixed.  If  the 
majority  of  reactions  were  favorable  I  would  go  ahead 
carrying  out  the  plans  I  had  in  mind.  With  this  excep¬ 
tion,  or  rather  the  following  exceptions : 

First,  I  would  not  label  the  product  until  consumers 
had  passed,  too,  on  a  name  suitable  and  a  label  design 
they  felt  to  be  worthy  of  the  product.  Regular  readers 
of  this  column  know  too  well  what  our  opinion  of  the 
majority  of  canned  foods  labels  was  a  few  years  ago. 
During  the  past  three  or  four  years  great  advances 
have  been  made  in  better  labeling  but  a  lot  still  remains 
to  be  done  toward  a  more  informative,  a  more  colorful 
label  on  a  great  many  old,  well  established  brands  of 
canned  foods  on  the  market  today. 

Above  all  else,  I  would  confine  my  sales  of  this  new 
product  during  the  first  season  to  a  territory  where  I 
could  watch  sales  progress  often  and  closely.  Folks 
in  your  own  state  or  territory  adjacent  are  more  apt 
to  favor  a  local  or  semi-local  product  than  are  those 
unacquainted  with  it  or  the  firm  making  it.  A  packer 
of  canned  date  pudding  with  a  factory  within  forty- 
four  miles  of  a  market  will  have  a  much  easier  time 
selling  his  canned  pudding  in  that  market  than  will 
one  located  four  or  five  hundred  miles  distant.  If  you 
are  located  in  a  section  where  some  particular  product 
is  produced*  in  abundance  and  such  a  product  has  a 
national  reputation  you  may  deviate  a  little  from  this 
program.  For  instance,  Smithfield  hams  are  raised  in 
Smithfield  County,  Virginia.  A  man  putting  up  deviled 
Smithfield  ham  would  be  justified  in  seeking  markets 
along  the  northern  seaboard,  but  only  in  a  small  way 
until  the  repeat  possibilities  of  the  product  were  pretty 
well  determined. 

Packages,  shipping  containers,  labels,  etc.,  should 
all  be  bought  in  minimum  quantities  until  the  sales’ 
possibilities  of  the  new  product  are  known.  Then  will 
be  time  enough  in  which  to  expand  and  buy  supplies 
in  larger,  more  economical  quantities.  If  a  product 
will  permit,  the  price  at  wholesale  should  be  fixed  at 
a  point  allowing  for  a  certain  amount  of  advertising 
expense  from  the  start.  This  advertising  appropria¬ 
tion  ought  to  be  expended  in  a  limited  area  where  con¬ 
trol  of  records  is  exact  and  can  be  watched  personally 
until  experience  will  show  how  far  one  may  safely  go 
during  the  second  year  in  supporting  the  sales  to 
jobbers  with  advertising  of  the  sort  found  to  be  most 
helpful  at  the  lowest  expense  for  results  obtained. 

New  products  are  coming  out  every  day,  the  average 
canner  has  a  problem  of  expense  in  maintaining  fac¬ 
tories  and  canning  equipment  costing  large  sums  while 
using  it  as  a  rule  for  only  a  few  weeks  each  year. 
Let  all  canners  in  such  a  position  consider  what  new 
product  they  may  manufacture  during  off  seasons;  let 
them  get  busy  marketing  such  products  and  soon  no 


one  will  ask,  “What’s  the  matter  with  the  canning 
business  ?”  The  canning  business  is  like  any  other,  the 
business  is  all  right,  but  sometimes  the  people  in  it 
fail  to  use  good  judgment  at  all  times.  Your  sales 
and  profits  may  increase  if  you  introduce  a  new  prod¬ 
uct  or  two  in  your  line. 

THE  INDUSTRY  LOSES  A  NOBLE  CHARACTER 

OR  the  past  quarter  century  the  brightest  little 
pamphlet  that  has  come  to  our  desk  has  been 
Campbell’s,  “The  Optimist,”  the  little  houseorgan 
of  the  Campbell  Soup  Company,  Camden,  N.  J.  It 
sang  the  song  of  soups,  and  of  Campbell’s  other 
products,  but  it  did  it  in  a  manner  all  its  own,  and 
always  delightfully.  It  was  always  a  bright  ray  of 
brilliant  literature  in  a  busy  world  of  soggy  words,  and 
thoughts,  a  joy  and  a  delight  in  the  relief  it  furnished 
from  the  humdrum. 

Thousands  of  its  readers  through  the  industry,  and 
among  distributors,  and  retailers,  will  learn  with 
sincere  sorrow  that  the  man  who  made  it  what  it  was, 
Mr.  W.  S.  Wheeler,  passed  to  his  reward  on  October 
17th.  Some  may  recall  the  commanding  figure  of  this 
man  at  Conventions:  over  six  feet  tall,  dressed  in  the 
height  of  fashion,  graying  hair  in  contrast  with  a 
small,  black  Frenchy  mustache;  quiet,  gentlemanly, 
thoroughly  approachable,  least  of  all  obtrusive. 

That  ‘The  Optimist”  will  go  on,  is  attested  by  the 
arrival  of  the  November  issue  today,  and  in  it  is  this 
tribute  to  its  founder  and  long-time  editor,  and  which 
we  would  like  to  offer  as  our  tribute : 

WALTER  STRATTON  WHEELER 

“In  the  midst  of  joy  and  lightness  or  in  sorrow  and 
pain  there  comes  that  inevitable  time  to  all  men. 

The  life  of  Walter  Stratton  Wheeler,  Editor  of  The 
Optimist,  ran  to  its  close  on  October  17th. 

Words  are  willing  tools  under  the  craftsmanship  of 
those  who  live  them.  Yet  in  the  period  of  farewell  they 
hold  that  inadequacy  which  proclaims  them  mortal  .  .  . 
they  assume  the  obstinacy  of  imperfect  blocks  to  those 
who  would  shape  them  into  the  tribute  which  is  con¬ 
fined  within  the  heart. 

Walter  Wheeler  served  as  Editor  of  The  Optimist  for 
twenty-five  years.  Under  his  genius  words  were  woven 
into  a  philosophic  pattern  of  life  .  .  .  became  vibrant 
things  to  move  mankind  to  laughter  and  wistful 
memories. 

The  world  was  his  school.  He  knew  its  hidden,  far¬ 
away  places.  The  mystic  beat  of  its  jungles  and  the 
caressing  throb  of  its  crowds.  The  lilt  of  his  poetry 
breathed  the  spirit  of  optimism  .  .  .  touched  a  smile 
through  mankind’s  mantle  of  tears.  His  robust  rounde¬ 
lays  kept  burning  the  beacon  of  eternal  hope. 

With  all  his  varied  activities  he  found  time  to  give 
freely  of  his  thought  through  the  written  expressions 
of  his  unbounded  faith  in  life.  The  echoing  abundance 
of  his  laughter  was  a  legacy  he  shared  gladly  with 
others  who  toil. 

His  was  the  satisfaction  of  a  life  well  lived  .  .  .  ours 
the  memory  of  a  man  we  shall  never  forget. 

Auf  Wiedersehen !” 
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PHILLIPS  CAN  COMPANY 

^Ainmifacluren  of  (Pacicen  Sanitary  Gans 


. .  division  of  ike  . . 

PHILLIPS  PACKING  COMPANY,  Inc. 

Packers  of  T^killips  Delicious  Qualiltf  Canned  0ooi)s 

CAMBRIDGE  •  MARYLAND.  L.  S.  A. 


WILT  RESISTANT  ALASKA  PEAS 


A  125  acre  field  of  pure -line 
Wilt  Resistant  Alaska  peas. 


The  above  is  a  photograph  of  a  field  of  pure- 
line  Wilt  Resistant  Alaska  peas  planted  in  rows. 
Such  weed- free  fields  are  planted  with  our 
select  seed  stocks  and  are  carefully  watched 


throughout  the  growing  season.  The  result  is 
pea  seed  that  will  produce  vigorous,  uniform 
crops.  Dependable?  ---  always  ! 

Write  for  quotations  on  immediate  or  future  delivery. 


GALLATIN  VALLEY  SEED  COMPANY 

BOZEMAN,  MONTANA 
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AN  IMPORTANT 
ANNOUNCEMENT 


FRANK  H.  LANGSENKAMP 
F.  H.  Langsenkamp  Company 
Indianapolis 


A.  K.  ROBINS  &  CO.,  INC.  BE¬ 
COME  DISTRIBUTORS  FOR 
LANGSENKAMP  EQUIPMENT  AS 
EASTERN  REPRESENTATIVES. 

Thearransement,  now  effective,  where¬ 
by  A.  K.  Robins  &Co.,  Inc.,  of  Balti¬ 
more  become  the  Eastern  representa¬ 
tives  for  the  Langsenkamp  Line  of 
Canning  Plant  Equipment  affords  the 
important  service,  to  canning  plant 
operators  in  Maryland,  Delaware, 
Pennsylvania,  New  Jersey,  Virginia 
and  adjacent  territory,  of  combining 
the  facilities  of  these  two  well  known 
organizations. 


ROBERT  A.  SINDALL 
President 

A.  K.  Robins  &.  Co.,  Inc. 


FRANK  H.  LANGSENKAMP,  JR. 
F.  H.  Langsenkamp  Company 
Indianapolis 


To  A.  K.  Robins  &  Co.,  Inc.,  the  ad¬ 
dition  of  the  Langsenkamp  Equip¬ 
ment  means  a  superb  rounding  out  of 
a  complete  line.  To  F.  H.  Langsen¬ 
kamp  Company  the  acquiring  of  Robins 
distributing  facilities  means  a  closer 
and  more  effective  contact  with  plant 
operators  in  this  district,  and  a  channel 
for  rendering  more  satisfactory  service. 

The  officials  of  both  organizations  are 
happy  to  make  this  joint  announce¬ 
ment,  appreciative  of  the  fact  that 
their  concerns  enjoy  the  goodwill  of 
many  mutual  friends.  The  advantages 
each  concern  secures  through  the  arran¬ 
gement  are  magnified  in  importance 
when  it  is  so  obvious  that  they  will 
result  in  equal  advantages  to  the  trade. 


HARRY  R.  8TANSBURY 
Vice-President 
A.  K.  Robins  &  Co.,  Inc. 


F.  H.  LANGSENKAMP  COMPANY 


MANUFACTURERS  INDIANAPOLIS,  INDIANA 

A.  K.  ROBINS  &  CO.,  INC. 
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Standard  Indiana 

Indiana  Paddle 

Indiana  Improved  Brush 

Indiana  Chili  Sauce 

Pulper 

Finisher 

Finisher 

Machine 

COMPLETE  EQUIPMENT  FOR  THE 
TOMATO  PRODUCTS  PLANT 


9  In  assuming  distribution  of  the  Langsenkamp  Line  of  Equip¬ 
ment,  we  increase  our  service  to  the  trade  in  the  Eastern 
territory  by  the  addition  of  what  is  generally  accepted  as  the  most 
efficient  units  of  their  kind  available.  Langsenkamp  Equipment, 
embracing  Kook-More  Koils,  Indiana  Pulpers,  Finishers  and  Juice 
Extractors;  Langsenkamp  Stainless  Steel  Tanks  for  various  purposes; 
Langsenkamp  Steam  Jacketed  Kettles  and  other  units,  systems  and 
accessories,  are  known  from  coast  to  coast  for  sturdiness  of  con¬ 
struction,  for  efficiency  and  dependability  of  operation,  and  for 
the  increased  quality  they  make  possible  in  the  finished  product. 


Improved  '36' 
Kook-More  Koils 


#  The  records  established  by  Langsenkamp  Equip¬ 
ment  for  Lowering  production  costs,  we  belive,  are 
unmatched.  The  cooking  capacity  of  Kook-More 
Koils  and  the  pulping  capacity  of  Indiana  Pulpers 
are  the  result  of  standards  of  engineering  and  con¬ 
struction  that  are  carried  throughout  the  line. 

IFe  manujadure  over  fifty  pieces  of  canning  plant  equip¬ 
ment.  Write  for  our  general  catalog  and  for  further  inform¬ 
ation  of  the  Langsenkamp  line. 


Langsenkamp  Strainer 
(lor  pulp  or  juice) 


A.  K.  ROBINS  &  CO.,  INt 

LOMBARD.  CONCORD  &  W.  FALLS  AVE.,  BALTIMORE,  MD. 

Eastern  Representatives  for 

H.  LANGSENKAMP  CO.,  INDIANAPOLIS,  IND. 
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With  Canned  Foods  Distributors 

By  “OBSERVER” 

Special  Correspondent  of  The  Canning  Trade 


THE  PROFIT  MOTIVE 

academic  discussions  centering  on  various 
/-X  phases  of  food  manufacture  and  distribution 
/  \  generally  find  a  ready  audience  in  the  food  dis¬ 

tributing  trade.  Debate  centering  on  the  provisions 
of  the  Robinson-Patman  Law  likewise  generally  finds 
a  receptive  audience.  A  practical  discussion  on  dis¬ 
tributor  profit  margins,  with  a  strong  possibility  that 
action  to  widen  such  margins  may  follow  such  discus¬ 
sion,  should  prove  a  knockout ! 

Such  a  topic  will  highlight  the  forthcoming  annual 
convention  of  Associated  Grocery  Manufacturers  of 
America,  which  will  be  held  at  the  Waldorf-Astoria 
Hotel,  New  York,  November  30-December  1  and  2. 
The  country’s  leading  food  manufacturers,  including 
many  large  canners,  will  participate  in  the  proceed¬ 
ings  of  this  meeting. 

The  keynote  of  this  year’s  convention,  according  to 
Paul  S.  Willis,  president  of  AGMA,  will  concern  itself 
with  “A  Fair  Profit  for  Distributors.”  The  meeting 
will  also  take  up  problems  surrounding  employer- 
employee  relationships,  manufacturers’  relations  with 
the  trade,  manufacturers’  responsibilities  to  the  con¬ 
suming  public,  and  will  stage  a  round-table  discussion 
concerning  the  industry’s  experiences  under  the 
Robinson-Patman  Act. 

Removal  of  former  allowances  and  concessions  out¬ 
lawed  by  the  provisions  of  this  law  has  tended  in  many 
cases  to  narrow  the  profit  margin  on  nationally-known 
brands  to  the  point  where  many  distributors  are  seri¬ 
ously  considering  the  advisability  of  a  large-scale 
desertion  of  these  brands  in  favor  of  private  labels. 

The  situation  has  developed  to  the  point  where  seri¬ 
ous  concern  is  shown  by  many  national  manufacturers, 
and  this  assures  a  thorough  discussion  of  all  factors  in 
the  problem  at  the  forthcoming  AGMA  meeting  and 
possible  concerted  action  by  many  manufacturers  in 
the  direction  of  a  revision  in  selling  policies. 

GIVE  AND  TAKE — While  the  manufacturers  are 
responsive  toward  the  demands  of  distributors  for 
more  adequate  profit  margins,  reports  within  the  in¬ 
dustry  indicate,  it  is  the  apparent  feeling  of  the  manu¬ 
facturers  that  broader  margins  should  evoke  from  the 
distributor  an  understanding  that  definite  cooperation 
by  the  jobber  in  the  building  up  of  manufacturers’ 
brands  should  be  extended  in  return  for  a  better 
margin  of  profit  on  his  goods. 

Private  brand  competition  has  been  steadily  grow¬ 
ing  during  the  past  year  or  so,  and  manufacturers  are 
very  much  averse  to  “holding  the  umbrella”  while  this 
development  is  in  progress. 


A  possible  outcome  of  the  situation  may  develop  in 
the  form  of  a  pruning  of  distributor  lists  by  many 
manufacturers,  with  the  idea  of  making  his  products 
more  attractive  to  the  bona  fide  jobber,  and  removing 
them  entirely  from  the  stocks  of  distributors  whose 
prime  interest  centers  on  his  own  private  labels,  with 
manufacturers’  brands  of  secondary  importance. 

Because  of  the  importance  of  the  issues  involved, 
the  outcome  of  AGMA’s  deliberations  on  the  profit 
angle  will  prove  of  absorbing  interest  to  all  branches 
of  the  industry. 

TO  PROTEST  FREIGHT  MARKUP 

ROPOSED  revision  in  freight  rate  schedules  by 
the  railroads,  involving  a  10  per  cent  increase  in 
the  carload  rates  covering  canned  foods  shipments, 
will  be  sharply  protested  in  many  quarters  of  the  in¬ 
dustry,  reports  in  the  trade  this  week  indicate. 

The  proposed  rate  increases  are  embodied  in  a  re¬ 
classification  plan  submitted  by  the  carriers  to  the 
Interstate  Commerce  Commission.  While  the  proposed 
new  rates  would  embody  many  reductions,  few  of 
these  lower  rates  would  atfect  the  food  and  grocery 
trade.  The  contemplated  increase  in  canned  food 
freight  rates,  which  would  come  about  through  the 
incorporation  of  the  10  per  cent  emergency  surcharge 
in  the  regular  tariffs,  would  appreciably  increase 
freight  costs  to  the  industry. 

The  10  per  cent  emergency  surcharge  on  canned 
foods,  which  became  effective  in  April  of  last  year, 
was  withdrawn  on  July  15  in  that  year  by  the  carriers, 
following  protests  filed  by  the  National- American 
Wholesale  Grocers’  Association.  At  that  time,  the 
grocers  submitted  to  the  carriers  that  these  emergency 
tariffs  should  be  withdrawn  because  they  would  in¬ 
crease  rates  to  such  an  extent  that  traffic  which  was 
moving  via  rail  would  be  diverted  to  their  competitors, 
the  motor  trucks,  and  that  they  would  disrupt  the  pre¬ 
vailing  rate  relationships.  These  arguments,  distribu¬ 
tors  believe,  are  just  as  valid  today  in  opposing  rate 
increases  and  they  will  again  be  advanced  in  opposition 
to  the  current  plan  of  the  rail  carriers  to  restore  this 
10  per  cent  surcharge  in  the  process  of  their  general 
reclassification  program.  It  is  expected  that  many 
canners,  chain  store  operators,  and  other  food  and 
grocery  groups  affected  by  the  pending  changes  in  rate 
structures  will  supplement  the  protests  to  be  filed  by 
the  wholesale  grocery  industry  through  similar  action. 
Sufficient  protest,  it  is  pointed  out,  will  insure  suspen¬ 
sion  of  the  rate  increases  and  open  hearings  at  which 
data  supporting  such  protests  by  the  trade  may  be 
introduced  into  the  record  for  consideration  by  the 
I.  C.  C.  in  formulating  its  final  decisions. 
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A  CHAIN  VICTORY 


Final  returns  on  the  California  referendum  on  that 
State’s  chain  store  tax  law  give  the  chains  a 
majority  of  some  150,000. 

The  implications  of  this  setback  to  the  proponents 
of  anti-chain  legislation  among  the  ranks  of  the 
country’s  independent  food  trade  are  apparently  as  yet 
unrealized,  for  word  from  California  indicates  that 
grocers  in  that  State  will  continue  their  agitation  to 
have  the  chains  hobbled  through  the  medium  of  heavy 
taxes. 

Corporate  chain  systems,  however,  are  fully  appreci¬ 
ative  of  the  importance  of  the  California  development, 
and  a  determined  campaign  by  this  branch  of  the  in¬ 
dustry  to  secure  the  repeal  of  similar  statutes  now  in 
effect  in  many  other  States  is  looked  for  as  a  logical 
aftermath  of  the  California  victory.  In  this  con¬ 
nection,  it  might  be  pointed  out  that  many  independent 
grocery  distributors  have,  from  the  outset,  been  op¬ 
posed  to  anti-chain  store  taxes  as  a  medium  for  curb¬ 
ing  chain  competition. 


GROCERY  INDEX  DECLINES 

AN  indicated  sharp  drop  in  wholesale  grocery  prices 
/A  for  October  is  reported  by  Dr.  Lewis  H.  Haney, 
/  \  who  compiles  for  the  National-American  Whole¬ 

sale  Grocers’  Association  an  index  of  wholesale  grocery 
prices  each  month.  Dr.  Haney  comments  as  follows 
regarding  last  month’s  figures : 

“The  index  fell  sharply  in  October.  It  dropped  1.3 
per  cent  from  September,  although  normally  it  in¬ 
creases  1.0  in  October. 

“A  typical  bill  of  wholesale  groceries  gives  an  index 
of  87.3  in  October,  against  88.5  in  September.  (The 
average  for  1921  is  taken  as  100.)  It  is  0.3  per  cent 
below  the  figure  for  October,  1935. 

“The  index  is  based  on  a  list  of  24  representative 
grocery  items,  the  daily  quotations  of  which  are 
averaged,  a  weight  being  given  to  each  according  to  its 
importance  in  the  sales  of  an  average  grocer. 

“Items  which  averaged  lower  were  cheese,  corn 
syrup,  cottonseed  oil,  sugar,  tea,  prunes,  rice,  dried 
beans,  tomatoes,  lard,  flour,  cornmeal,  oats,  and  corn. 
Items  whose  averages  were  higher  were  coffee,  Alaska 
peas,  peaches,  and  red  salmon.” 

The  October  averages  for  the  past  sixteen  years  are 
as  follows: 


1921 . 

.  94.0 

1929 . 

. 107.4 

1922 . 

. 103.0 

1930 . 

.  90.1 

1923 . 

. 122.6 

1931 . 

.  74.4 

1924 . 

. 129.5 

1932 . 

.  68.3 

1925 . 

. 113.4 

1933 . 

.  79.0 

1926 . 

. 111.2 

1934 . 

.  87.4 

1927 . 

. 108.2 

1935 . 

.  87.6 

1929 . 

. 110.3 

1936 . 

.  87.3 

The  index  was  started  in  January,  1921. 


Jje^Jtexl 

3_  Jor  safety.  Gold  Seal  and  Dewalco  Tailored  Ad¬ 
hesives  are  tested  to  be  absolutely  safe  for  your  labels 
and  your  containers.  Made  from  ingredients  that 
resist  rusting,  discoloration,  striking  through. 

2  efficiency.  They  hold  your  labels  tightly  and 
smoothly  under  all  conditions.  Labels  attached  with 
Dewalco  and  Gold  Seal  Tailored  Adhesives  are  on  to 
stay  permanently.  Prevent  peeling,  curling,  or  lost 
labels,  and  the  inconvenience  and  waste  of  re-labeling. 
Because  they  are  designed  for  the  job  they  have  to  do, 
Dewalco  and  Gold  Seal  Tailored  Adhesives  are  easier 
for  you  to  use,  save  time  and  fuss  in  your  labeling 
procedure. 

3  /or  convenience.  For  ease  in  handling  and  to  assure 
you  a  fresh  supply  at  all  times  Gold  Seal  and  Dewalco 
Tailored  Adhesives  are  supplied  in  convenient  open- 
head  five-gallon  steel  pails,  easy  to  handle,  easy  to 
stack,  easy  to  open. 

^  for  economy.  Gold  Seal  and  Dewalco  Adhesives  do 
the  job  right.  They’re  TAILORED  to  hold  fast  with 
a  minimum  application  and  to  give  permanent  ad¬ 
hesion.  You  can  do  the  job  faster  and  have  it  last 
longer.  They  save  you  money,  time  and  worry. 


CONVENIENT  WAREHOUSE  STOCKS: 

62  Whiuemore  Ave.,  A.  K.  ROBINS  &  COMPANY',  Inc., 

Cambridge  B,  Mass.  Baltimore,  Md. 


213-233  fF.  Georgia  St.,  BALFOUR,  GUTHRIE  &  CO.,  Ltd., 
Indianapolis,  Ind.  Seattle,  Wash.  -  Vancouver,  B.  C. 


4000  E.  Eighth  St.,  WILLIAM  WALKER 

Oakland,  Cal.  Tampa,  Fla. 


and  now  in  New  Orleans; 

GOUGH  BROKERAGE  COMPANY 


DEWEY  AND  ALMY 
CHEMICAL  COMPANY 


We  grow  green  and  Weuc  dwarf  varieties  of  beans  exclusively  in  the 
Rocky  Mountain  States  of  the  West,  under  irrigation,  where  the  high 
altitude,  dry  climate  and  long  sunshiny  days  are  best  suited  to  the  pro¬ 
duction  of  disease-free  stocks. 
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THE  MARKETS 

IN  LEADING  CANNED  FOODS  CENTERS 


WEEKLY  REVIEW 

Readjust  Your  Viewpoint  on  the  Canned  Foods  Market — ^Watch 
How  You  Touch  Futures — Corn  Canners  Must  Bestir  Them¬ 
selves — Market  Quiet,  Prices  Firm,  Tomatoes 
Should  Be  Higher. 

E-ADJUSTMENT — It  might  be  well,  in  this  “quiet 
time  of  the  market,”  for  all  traders  in  canned 
foods  to  re-adjust  the  focus  of  their  specs,  and  so 
be  able  to  see  things,  in  the  changed  conditions,  as 
they  really  are.  During  the  depression  even  small 
packs  of  goods  had  to  be  marketed  at  low  prices.  Be¬ 
cause  of  this  a  good  many  buyers,  and  some  canners, 
set  their  ideas  of  a  “normal”  supply  of  canned  foods 
on  this  depression-low  basis,  and  today  those  mar¬ 
keteers  are  suffering  torments  of  fear  that  packs  are 
too  large,  or  that  market  prices  are  so  high  as  to  stop 
popular  consumption.  They  even  point  out  that  if  it 
had  not  been  for  the  senseless,  as  they  consider  it, 
early  buying,  and  heavy  shipment  from  present  stocks, 
the  market  would  be  anything  but  what  it  is,  and  they 
attempt  to  use  this  present  quiet,  perfectly  natural, 
period  as  evidence  of  the  truth  of  their  contention. 
Evidently  some  of  the  California  tomato  canners,  who 
have  been  getting  a  good  pack,  and  have  been  able  to 
run  longer  than  usual,  have  been  affected  by  this  virus, 
for  this  week  they  let  prices  drop  down.  The  better 
posted  tomato  canners  of  that  State,  however,  have 
not  lost  their  footing,  and  are  holding  at  full  prices, 
and  that  is  the  sensible  thing  to  do. 

Some  of  the  corn  canners  in  the  East  have  been 
worked  on  in  the  same  manner,  and  for  the  same 
reason:  they  had  a  quite  good  season  so  far  as  corn 
canning  is  concerned  in  the  East,  and  the  old  fear- 
argument  that  they  better  unload  at  a  lower  price  and 
not  be  caught,  did  catch  them,  and  they  cut  prices. 
Now  with  the  corn  pack  figures  in  front  of  them,  and 
their  stocks  gone,  they  see  the  market  react,  and  if 
they  tune  their  ears  carefully  they  may  hear  the 
chuckles  of  the  buyers  who  wangled  the  bargains  out 
of  them. 

Pretty  much  the  same  thing  happened,  for  a  short 
time,  in  the  selling  of  canned  peas,  after  the  first  in¬ 
dications  of  a  badly  damaged  pea  crop  in  the  North  and 
West  proved  to  be  not  quite  as  bad  as  indicated: 
canners  who  had  been  more  fortunate  were  induced, 
under  the  same  plea,  to  part  with  peas  at  reduced 
prices.  And  now  they  have  to  sit  by  and  see  the  pea 
market  parade. 

The  point  is  that  it  takes  a  whole  lot  more  goods 
today  to  supply  just  the  normal  demand  than  it  ever 
did  before.  Every  pack  made  this  year  is  short  of 


present  normal  demand  by  33  per  cent  to  20  per  cent, 
particularly  when  the  fact  that  there  was  no  carry¬ 
over  to  piece  out  these  packs,  is  figured  in,  as  it  must 
be.  Go  back  to  the  tremendous  packs  of  1935,  plus 
some  carry-overs,  and  see  what  happened  to  them. 
They  were  eaten  up  to  the  last  case.  There  was  no 
putting  away  for  speculative  purposes  in  that  buying ; 
it  all  went  straight  into  consumption,  was  consumed 
and  done  with.  That  demand,  plus  a  better  than 
normal  increase,  is  still  with  us,  and  going  strong. 

This  consideration  is  highly  important  not  only  for 
such  spot  goods  as  you  may  still  own  and  will  be  able 
to  sell  at  the  better  prices,  but  more  particularly  as 
regards  the  selling  of  futures  of  the  1937  packs.  There 
will  be  no  carry-overs  from  the  1936  packs,  not  even 
in  tomatoes,  and  so  the  ’37  packs  will  again  have  to 
stand  on  their  own  bottom.  That  means  a  good  mar¬ 
ket,  at  fairly  profitable  prices  for  all  that  can  be 
packed  in  1937,  if  quality  is  maintained,  regardless  of 
acreage  or  good  crop  yields  from  a  favorable  season. 
This  is  not  mere  guessing,  it  is  the  inevitable  result 
of  market  operations  based  upon  the  new  scale  of 
consumption  and  demand. 

Therefore,  if  you  are  approached  to  name  future 
prices,  don’t  be  afraid  to  put  a  fair  price,  plus  a  fair 
profit,  on  them,  and  get  it  or  turn  down  the  contract. 
The  rumors  are  that  due  to  advancing  prices  in  metals, 
tin  plate  will  be  higher,  and  if  so  that  means  higher 
prices  for  cans ;  and  so  will  other  costs  be  higher,  for 
everything  is  on  the  up  and  up,  wages  and  all  else. 
Figure  costs  carefully,  taking  all  these  things  into  con¬ 
sideration,  add  a  fair  profit — and  by  that  we  mean 
neither  a  mere  shadow  nor  an  exorbitant  “hunk” — and 
then  sell  lightly  of  futures,  never  more  than  60  per 
cent  of  your  normal  pack  expectations.  Wish  you  had 
done  that  this  year,  don’t  you?  Well,  can’t  you  learn? 
Above  all,  don’t  listen  to  the  buyer  who  tells  you  that 
the  packs  next  season  will  be  mammoth  and  prices,  on 
that  account,  far,  far  below  cost,  and  that  you  had 
better  sell  futures  now,  and  save  your  skin.  He’s  look¬ 
ing  for  your  skin,  not  trying  to  save  it. 

We  are  re-publishing  the  statistics  of  the  1936  corn 
packs,  because  there  are  a  lot  of  very  interesting  things 
to  learn  from  them.  As  a  producer  of  foods,  to  be 
sold  upon  the  open  market,  you  must  know  the  trend 
of  the  public’s  tastes.  Note  what  changes  have  taken 
place  in  the  canning  of  corn — in  the  style  of  prepara¬ 
tion,  as  well  as  the  sizes  of  containers.  Note  that  they 
packed  nearly  a  million  cases  of  horse  corn.  What  do 
you  corn  canners  think  of  this?  Has  any  man,  or 
any  set  of  men,  the  right  to  besmirch  the  good  name  of 
the  entire  pack  of  a  splendid  article  like  canned  sweet 
corn?  We  are  afraid  to  get  loose  on  this,  but  there  is 
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a  Corn  Section  in  the  National  Canners  Association, 
and  the  January  meeting  of  that  Convention  is  not 
far  off.  Let’s  see  what  they  do  to  protect  the  good 
name,  yes  the  very  life,  of  their  business.  Has  sweet 
corn  so  deteriorated  in  value  as  to  be  no  better  than 
horse  corn,  and  does  the  doctoring  with  sugar  and 
salt,  etc.,  put  both  kinds  of  corn  on  the  same  food 
basis?  And  you  short-sighted  buyers,  are  your  always 
fine  profits  in  canned  corn  of  no  interest  or  value  to 
you?  Are  you  going  to  stand  aside  and  see  this  fine 
business  disrupted  and  destroyed?  Are  both  good 
canners  and  good  buyers  so  lacking  in  business  sense 
that  they  will  permit  a  few  thoughtless — ^that’s  the 
lightest  word  we  can  use,  though  it  does  not  express 
our  real  thought  or  intent  by  a  million  miles — lack- 
business  canners  give  the  death  blow  to  this  great 
staple  of  canned  foods? 

This  is  not  talking  canned  foods,  market  conditions 
and  prices,  but  if  the  above  are  not  market  considera¬ 
tions,  then  Lord  pity  you.  Commentors  in  all  leading 
canned  foods  markets  give  you  their  versions  in  this 
issue,  and  you  have  the  detailed  prices  given  on  the 
regular  market  pages.  There  are  no  real  changes  in 
prices;  buying  has  been  quiet,  but  distributors  find 
calls  from  retailers  for  the  goods  as  feverish  as  ever, 
if  not  more  so.  Grapefruit  is  wabbly,  without  good 
cause,  we  think,  because  the  fact  that  the  Government 
is  buying  up  the  surplus  crop,  fixes  costs  by  eliminat¬ 
ing  any  “glut”,  and  thereby  saving  the  market.  Toma¬ 
toes  continue  to  drag  far  behind  other  canned  foods, 
again  without  good  cause.  No  matter  what  the  tomato 
pack  turns  out  to  be,  canned  tomatoes  are  worth,  and 
will  continue  to  be  worth  at  least  10  cents  per  dozen 
more  than  quoted  today. 

NEW  YORK  MARKET 

By  “New  York  Stater” 

Special  Correspondent  of  ''The  Canning  Trade" 

Tomatoes  Weaken  on  the  Coast — Shipping  Tie-Up  Hurts — Ex¬ 
pect  Many  Stocks  to  be  Cleaned  Up  by  End  of  Convention — 
Stringless  Beans  in  Good  Demand — Corn  Statistics  Strengthen 
That  Market — Grapefruit  Continues  Irregular. 

New  York,  November  13,  1936. 

HE  SITUATION — Quiet  accompanying  Wednes¬ 
day’s  holiday,  along  with  a  virtual  standstill  in 
trading  in  Pacific  Coast  canned  food  products,  due 
to  strike  conditions  preventing  intercoastal  water  ship¬ 
ments,  made  for  a  quiet  market  this  week.  Aside  from 
a  weakening  in  the  market  for  standard  tomatoes  on 
the  Coast,  and  continued  unsettlement  in  the  canned 
grapefruit  market,  prices  showed  a  fair  degree  of 
stability. 

THE  OUTLOOK — Jobbers  are  showing  interest  in 
offerings  of  the  general  line  for  shipment  during  the 
next  three  months,  and  it  is  expected  that  a  moderate 
amount  of  business  will  be  written  prior  to  the  close 
of  the  year,  and  that  the  January  conventions  will 
witness  a  cleanup  of  packers’  unsold  stocks  in  many 
instances. 


PATMAN  LAW — The  trade  here  exhibited  consider¬ 
able  interest  during  the  week  in  the  action  of  Kraft- 
Phoenix  Cheese  Corp.  in  challenging  the  constitution¬ 
ality  of  the  Robinson-Patman  Law  in  its  reply  to 
charges  filed  against  it  by  the  Federal  Trade  Commis¬ 
sion  for  the  granting  of  alleged  discriminatory  dis¬ 
counts.  It  is  expected  that  the  case  will  be  fought  out 
on  the  constitutional  angle  and  that  it  may  be  carried 
in  time  to  the  United  States  Supreme  Court  for  a  final 
ruling  on  this  much-disputed  angle. 

TOMATOES — California  canners  have  lowered 
their  asking  prices  for  standard  tomatoes  in  puree, 
bringing  the  market  to  a  range  of  621/2  to  65  cents  per 
dozen  for  Is,  70  to  721/^  cents  for  2s,  87l^  to  90  cents 
for  3s,  and  $2.75  to  $3.00  for  10s.  Solid  pack  are  un¬ 
changed  and  all  canners  are  not  meeting  the  lower 
schedule  on  standards.  Southern  packers  offer  for 
prompt  shipment  at  40  cents  for  Is,  65  cents  for  2s, 
90  cents  for  2V^s,  $1.00  for  3s,  and  $2.90  for  10s,  at 
canneries.  These  are  all  “inside”  prices,  with  the  bulk 
of  packers  asking  more  money  for  their  packs.  Demand 
is  reported  as  routine.  Mid-west  markets  are 
unchanged. 

BEANS  SELL  BETTER — More  inquiry  for  string¬ 
less  beans  has  been  evident  this  week,  and  considerable 
spot  activity  is  reported  on  the  basis  of  80  cents  per 
dozen  for  2s  and  $4.00  for  10s  for  the  cut  product, 
f.  o.  b.  southern  canneries.  Chains  in  particular  are 
reported  to  have  been  in  the  market  this  week. 

CORN — With  final  figures  by  the  National  Canners’ 
Association  indicating  a  total  corn  pack  this  year  of 
some  14,000,000  cases,  as  against  over  20,000,000  cases 
last  year,  more  buying  interest  has  developed  in  this 
market.  Southern  packs  are  reported  moving  better 
with  prices  firming  up.  Western  canners  are  quoting 
higher  prices,  with  standard  evergreen  up  to  95  cents 
and  fancy  country  gentleman  commanding  $1.35  at 
the  canneries. 

PEAS — Standards  are  meeting  with  somewhat 
better  demand,  at  unchanged  prices,  but  demand  for 
the  higher  qualities  remains  routine  in  nature.  Buyers 
are  still  on  the  lookout  for  fancy  siftings,  and  small 
lots  which  appear  on  the  market  at  attractive  price 
levels  are  being  snapped  up. 

PETER  D.  HORASON — Peter  D.  Horason,  organ¬ 
izer  of  Seaboard  Food  Service,  Inc.,  died  at  his  home 
here  on  November  10,  following  a  brief  illness,  at  the 
age  of  52.  Mr.  Horason  was  associated  with  Great 
Atlantic  &  Pacific  Tea  Co.  from  1920  to  1930  and  was 
at  one  time  manager  of  the  company’s  London  office. 
He  was  well  known  in  the  canning  industry  and  had 
a  host  of  friends  in  the  trade  in  all  parts  of  the 
country. 

STRIKE  SITUATION — The  marine  strike  situation 
has  effectively  tied  up  the  movement  of  West  Coast 
canned  foods  to  the  eastern  seaboard.  The  trade  con¬ 
tinues  to  “stand  pat”  in  the  matter  of  shipments,  but 
it  is  regarded  as  possible  that  further  continuation  of 
the  strike  will  force  some  shippers  to  resort  to  all-rail 
movement  to  move  wanted  goods  to  the  eastern  sea¬ 
board.  The  trade  in  general,  however,  appears  in 
position  to  weather  the  strike  for  several  weeks  more. 

PINEAPPLE  JUICE  PACK  UP— Reports  from 
San  Francisco  this  week  estimate  this  season’s  pack 
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by  canners  in  Hawaii  at  10,000,000  cases  of  pineapple 
and  5,000,000  cases  of  pineapple  juice.  The  fruit  pack 
is  about  in  line  with  last  year’s  outturn,  but  the  pack 
of  juice  is  sharply  higher,  comparing  to  production 
of  approximately  2,500,000  cases  for  the  1935  packing 
season.  An  extensive  advertising  and  merchandising 
campaign  on  pineapple  juice  is  scheduled  for  the  near 
future.  Pineapple  prices  remain  unchanged,  recent 
predictions  of  an  advance  not  having  been  fulfilled. 

CALIFORNIA  FRUITS — ^While  buying  interest  is 
being  held  in  check  by  the  inability  of  buyers  to  get 
prompt  shipments,  more  interest  is  developing  in  the 
California  canned  fruit  line,  particularly  in  No.  10 
goods,  which  are  expected  to  come  in  for  continued 
heavy  demand  by  government  agencies  during  the 
coming  year.  It  is  reported  that  the  current  slackness 
has  been  instrumental  in  bringing  forth  a  few  tenta¬ 
tive  concessions  on  peaches,  notably  the  lower  grades, 
but  on  the  remainder  of  the  line  a  firm  price  under¬ 
tone  continues  in  evidence. 

SALMON — ^While  new  business  in  this  branch  of 
the  market  remains  at  a  standstill,  insofar  as  com¬ 
mitments  for  coast  shipments  are  concerned,  the 
market  remains  in  steady  position  on  all  grades.  Cur¬ 
rent  unsold  holdings  in  canners’  hands  are  extremely 
light,  and  no  difficulty  is  anticipated  in  liquidating  the 
balance  of  carryover  stocks  during  the  spring  selling 
campaign. 


CHICAGO  MARKET 

By  “Illinois” 

Special  Correspondent  of  “The  Canning  Trade" 

Confidence  and  Strength  Prevail  Throughout  the  Market — 
Tomatoes,  Peas,  Etc.,  a  Seller’s  Market — Weather  Conditions 
Causing  Shortage  in  Spinach — Longshoreman’s  Strike  Affect¬ 
ing  California  Fruit — Shrimp  Advanced — ^The  “Old  Timer.” 

Chicago,  Ill.,  November  13,  1936. 

ENERAL  MARKET — A  cartoon  appeared  in 
one  of  the  daily  papers  yesterday,  depicting  an 
executive  at  his  desk  with  an  employee  stand¬ 
ing  in  front  of  it.  One  of  the  pictures  showed  the 
executive  saying,  “Sorry  I  am  forced  to  reduce  your 
salary” ;  and  the  employee  saying,  “I’ll  have  to  buy  less, 
more  people  will  lose  their  jobs.”  That  was  back  in 
1931.  Then  the  other  picture,  same  executive  and 
same  employee,  showed  the  executive  saying,  “Here’s 
a  raise  in  your  salary,”  and  the  employee  saying,  “I’ll 
buy  a  lot  of  things  we’ve  been  doing  without,  there’ll 
be  a  lot  of  new  jobs.” 

The  general  impression  is  that  the  distribution  of 
surplusses,  the  boost  in  wage  scales  by  the  steel,  auto¬ 
motive  and  other  industries,  will  mean  greater  pur¬ 
chasing  power  and  a  demand  for  more  canned  foods. 

All  of  this  makes  for  healthy  conditions  and  the 
undertone  to  the  general  market  is  one  of  strength. 


GRAPEFRUIT — Continued  irregularity  in  prices 
for  Florida  grapefruit  and  grapefruit  juice  is  tending 
to  slow  down  trading.  While  it  is  conceded  that  this 
year’s  pack,  augmented  by  Texas’  output,  will  probably 
be  the  largest  on  record,  the  trade  entertains  no  doubts 
of  its  ability  to  move  this  record  pack  into  consumption 
at  current  quotations.  However,  the  lack  of  stability 
to  the  market  at  present  is  holding  down  sales,  and  in 
the  end  will  react  to  the  disadvantage  of  the  canners 
themselves  through  slowing  the  movement  of  their 
packs  into  consuming  channels. 
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TOMATOES — The  market  is  firm  in  Indiana  at  721/2 
cents  factory  for  No.  2  tin  standards.  A  few  lots  con¬ 
tinue  to  crop  up  at  70  cents  which  makes  sales  at  721/4 
cents  somewhat  limited.  Most  canners  are  holding 
their  good  stock  at  75  cents  factory  as  bottom. 

A  fair  sprinkling  of  orders  goes  through  every  day 
at  70-721/^  cents,  with  other  sizes 

No.  21/2  Standards . $  .971/4-1.00  factory 

No.  10  Standards . 3.25  factory 

No.  10  Extra  Standards . 3.50  factory 

PEAS — The  general  feeling  is  one  of  confidence. 
The  release  of  the  N.  C.  A.  figures  showing  the  short¬ 
age  of  standards,  has  caused  this  betterment  as  com¬ 
pared  with  a  somewhat  easy  situation  that  ruled  some 
two  or  three  weeks  ago. 

The  call  for  extra  standard  grades  continues  and  the 
bulk  of  the  business  passing  is  on  that  grade.  No.  2 
tin  extra  standard  No.  3  sieve  Alaskas  are  selling 
within  the  range  of  $1.05  to  $1.20  Wisconsin  shipping 
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points.  No.  10  tin  peas  are  scarce  and  in  limited 
demand. 

GREEN  AND  WAX  BEANS — No.  2  tin  standards 
in  Wisconsin  and  Michigan  have  come  in  for  a  big 
play  since  the  report  of  a  week  ago  and  everything  in 
that  item  has  apparently  been  cleaned  up  at  90  cents 
or  less.  Extra  standards  are  not  plentiful  and  fancies 
are  actually  scarce.  The  market  is  strong  and  some 
predictions  are  that  $1.00  will  soon  rule  for  standards. 

CORN — Forward  looking  canners,  fortunate  in 
having  a  small  surplus,  are  content  to  sit  back  and 
await  developments.  They  realize  that  in  the  Spring¬ 
time  there  is  always  a  big  demand  and  some  of  them 
figure  that  by  holding  they  will  be  able  to  secure  on 
their  limited  stock  fully  10  cents  or  possibly  20  cents 
more  than  today.  No.  2  standard  corn  rules  at  92V2 
cents  Middlewest  factory  as  bottom  to  $1.00  factory. 
No.  10  corn  throughout  this  section  is  all  but  cleaned  up. 

SPINACH — The  bright  prospects  that  prevailed  in 
the  Ozarks  have  been  dimmed.  Weather  conditions 
have  prevented  the  development  of  the  crop,  and  the 
large  pack  that  some  seemed  to  think  would  be  re¬ 
corded,  will  not  be  made.  The  market  is  stronger  with 
some  canners  asking  a  substantial  advance.  It  is  still 
possible  to  buy  from  Missouri  as  well  as  Arkansas : 


No.  2  tin  Spinach . $  .70  factory 

No.  2V^  tin  Spinach . 95  factory 

No.  10  tin  Spinach .  3.25  factory 


BEETS — An  improvement  in  the  market  has  been 
noted.  Whole  sizes  have  been  closely  bought  up  with 
results  that  stocks  in  canners  hands  today  consist 
mostly  of  cuts,  diced  and  sliced  grades.  No.  2V2  fancy 
cuts  are  quoted  at  85  cents  with  No.  10  tin  fancy  cuts 
at  $3.25  Wisconsin  factory. 

PUMPKIN — A  surprise  was  in  store  for  the  buyers 
who  figured  this  market  was  going  to  develop  weak¬ 
ness.  Large  trading  cleaned  up  several  of  the  promi¬ 
nent  Indiana  pumpkin  canners  with  the  result  that  the 
market  advanced  from  the  low  levels  of  a  week  ago. 
Today  it  is  difficult  to  secure  No.  21/2  dry  pack  pumpkin 
at  less  than  80  cents  factory.  Here  and  there  a  small 
lot  of  No.  2  tin  is  available  at  55  cents  to  65  cents 
factory.  No.  10s  are  not  plentiful  and  where  found 
command  $2.75  to  $3.50  factory. 

GRAPEFRUIT — Lower  prices  have  emanated  from 
Florida.  No.  2  fancy  grapefruit  was  quoted  in  Chicago 
yesterday  at  85  cents,  Tampa  rate  of  freight,  which  is 
the  lowest  price  in  a  number  of  years.  Substantial 
business  was  booked  at  that  basis.  It  is  reported  that 
the  canners  willing  to  confirm  at  that  price,  all  demand 
shipment  within  the  next  sixty  days.  Apparently 
they  don’t  want  to  take  a  chance  on  having  to  pay 
more  money  for  the  fresh  fruit  later  in  the  season. 
85  cents  for  No.  2  fancy  grapefruit  seems  particularly 
low  and  should  develop  a  large  and  wide  distribution. 

CALIFORNIA  FRUITS — The  tie-up  on  the  Pacific 
Coast,  due  to  the  longshoreman  strike  has  made  for  a 
more  or  less  listless  market.  Some  California  canners 
in  the  interior  are  able  to  ship,  but  assortments  avail¬ 
able  from  them  are  limited.  Prices  are  firmly  held. 

SHRIMP — The  trade  had  another  surprise  when  the 
large  and  principal  canners  on  the  Gulf  unexpectedly 


advanced  shrimp  prices  15  cents  per  dozen.  That 
makes  the  quoted  market:  No.  1  medium  shrimp  at 
$1.45,  Gulf;  No.  1  large  shrimp  at  $1.50  Gulf.  It  is 
a  question  in  the  minds  of  some  of  the  distributors 
whether  shrimp  will  really  sell  at  these  apparently 
high  levels. 

THE  OLD  TIMER — (Continued  from  last  week)  — 
Old  Timer  was  chuckling  appreciatively.  “This  cam¬ 
paign  was  a  dog  fight  wasn’t  it,”  said  he.  “The  losers 
are  licking  their  wounds.  Why  don’t  you  and  the 
others  submit  frankly  and  gracefully  to  the  big  ma¬ 
jority — that’s  the  true  American  spirit.  Come  on — 
snap  out  of  it  and  greet  your  friends  with  a  gesture 
of  Savoir  Faire.” 

“But  you  know,”  continued  the  Old  Boy,  “I  told  you 
how  I  had  read  several  books  the  past  summer  when 
up  at  my  shack  and  one  of  them  was  entitled  ‘American 
Chamber  of  Horrors’  by  Ruth  de  Forest  Lamb.  Say — 
it  made  you  sit  up  and  take  notice.  Every  canner  and 
food  distributor  ought  to  read  it — it  sure  would  open 
their  eyes,  especially  now  that  the  coming  Congress 
will  undoubtedly  have  up  for  discussion  the  Copeland 
bill  providing  for  a  new  Food  and  Drug  Act.  Let  me 
just  read  a  few  extracts  from  it.”  (Continued  next 
week.) 


GULF  STATES  MARKET 

By  “Bayou” 

Special  Correspondent  of  “The  Canning  Trade" 

Paying  High  Prices  to  Get  Shrimp — Pack  Dwindling — Prices 
Mounting — No  Canning  of  Oysters  as  Yet. 

Mobile,  Ala.,  November  12,  1936. 


Era  of  good  feeling — with  the  presidential 

election  definitely  settled  and  out  of  the  way,  the 
people  look  with  encouragement  at  the  future. 
SHRIMP — It  has  been  a  long  time  since  the  canners 
of  this  section  have  made  such  big  efforts  to  increase 
shrimp  production,  but  with  no  great  amount  of 
success. 

The  fishermen’s  union  recently  set  a  minimum  price 
of  $6.50  per  barrel,  but  because  of  the  scarcity  of 
shrimp  some  packers  are  paying  as  high  as  $9.50  per 
barrel  in  Biloxi,  Mississippi. 

Of  course,  the  bulk  of  the  shrimp  is  now  being 
caught  outside  the  regular  shrimping  waters,  which 
calls  for  increased  cost  of  production,  but  even  at  that, 
the  price  is  nearly  50  per  cent  higher  than  the  price 
set  by  the  union. 

The  shrimp  obtained  in  the  outside  waters  are  for 
the  most  part  large  and  fancy,  which  turns  out  a  first 
class  pack  in  every  respect,  hence  what  the  canners 
are  short  in  quantity,  they  have  in  quality. 

The  shrimp  pack  this  year  is  estimated  to  be  one- 
third  short  of  last  year,  and  last  year  was  a  sub¬ 
normal  pack,  therefore,  it  looks  like  shrimp  production 
is  on  the  downward  grade. 

Some  seem  to  think  that  the  shrimp  has  not  received 
the  proper  conservation  protection  in  the  past  and 
the  supply  is  being  depleted.  Whether  this  be  the  case 
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or  not,  the  fact  remains  that  things  don’t  look  so  good 
for  the  shrimp  industry  and  a  more  thorough  study 
will  have  to  be  made  of  conditions  with  a  view  of 
remedying  them. 

The  price  of  canned  shrimp  is  $1.20  per  dozen  for 
No.  1  small;  $1.30  for  No.  1  medium,  and  $1.40  for 
No.  1  large,  f.  o.  b.  factory. 

OYSTERS — Oysters  are  showing  up  in  a  little 
better  shape  this  week,  but  there  is  still  plenty  room 
for  improvement  and  there  is  not  much  likelihood  of 
any  great  improvement  until  we  get  a  general  rain. 

The  sale  of  oysters  is  good  for  the  kind  of  weather 
we  have  and  the  condition  of  the  oyster. 

No  canning  of  oysters  is  going  on  and  there  will 
hardly  be  any  oysters  canned  until  about  the  middle 
of  December. 

The  price  of  canned  oysters  is  $1.00  per  dozen  for 
four  ounce;  $1.10  for  five  ounce,  and  $2.10  for  ten 
ounce,  f.  0.  b.  cannery. 

jit  ^ 

CALIFORNIA  MARKET 

By  “Berkeley” 

Special  Correspondent  of  “The  Canning  Trade” 

Strike  Affecting  Retailers  More  than  Producers — Weather  Very 
Warm — Packers  Resisting  Lower  Prices  on  Tomatoes — Pea 
Stocks  Getting  Light — No  Business  in  Fruits,  But  Delayed 

Orders  May  Run  Into  Trouble,  Due  to  the  Strike — Fish 
Canners  Faced  With  a  Strike. 

San  Francisco,  Calif.,  November  12,  1936. 

Quiet — Little  business  in  canned  foods  has  been 
done  during  the  week,  as  far  as  first  hands  are 
concerned,  owing  to  the  complete  tieup  of 
water-bourne  shipping  and  to  the  strike  of  warehouse 
employees  in  several  communities.  The  general  pub¬ 
lic  has  suffered  little  inconvenience  so  far,  but  retail 
grocers  advise  that  stocks  of  some  staples,  including 
canned  milk,  are  getting  light  and  that  a  shortage  is 
in  sight  unless  troubles  are  settled  at  an  early  date. 
Canners  are  asking  for  shipping  instructions  on  goods 
purchased  but  not  delivered,  but  these  are  coming 
through  slowly  because  of  the  uncertainty.  Should  the 
shipping  strike  end  shortly,  it  is  suggested  that  instruc¬ 
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tions  would  come  with  a  rush,  with  some  buyers  bound 
to  be  disappointed.  If  the  strike  is  long  drawn  out, 
shipments  by  rail  will  be  necessary.  These,  of  course, 
mean  higher  costs,  ranging  from  a  differential  of  30 
cents  a  hundred  pounds  to  mid-continent  points  to  75 
cents  to  the  Atlantic  seaboard.  Wholesalers  who  have 
sold  Pacific  Coast  products  at  prices  based  on  ocean 
freight  rates  would  find  the  situation  embarrassing,  to 
say  the  least. 

WEATHER — Extremely  warm  weather  for  this 
season  prevails  throughout  most  of  the  Pacific  Coast 
territory  and  the  fresh  markets  are  still  well  supplied 
with  berries  and  vegetables.  Frosts  have  occurred  in 
a  few  localities  in  California,  but  tomatoes  are  still  in 
fair  supply,  with  a  few  canneries  still  operating  on 
these.  In  the  southern  part  of  the  State  the  yield  has 
not  been  especially  heavy  and  canners  there  welcome 
the  opportunity  to  put  up  a  late  pack,  but  in  the  north¬ 
ern  territory  canners  have  packed  freely,  with  the  ex¬ 
ception  of  solid  pack.  The  canned  tomato  market  is 
quiet,  with  little  interest  shown  in  the  revised  prices 
recently  put  out.  Standard  No.  2V2  are  quoted  as  low 
as  87  cents,  but  most  packers  decline  to  accept  less 
than  90  cents. 

PEAS — Pacific  Coast  peas  are  getting  in  light 
supply  and  prices  have  advanced  through  most  of  the 
list.  Many  canners  seem  to  be  completely  sold  up  and 
it  is  difficult  to  locate  everything  in  the  list.  Items  like 
No.  2  Standard  Sweets,  five-sieve,  and  No.  10  Standard 
Sweets,  three-sieve,  are  very  hard  to  find,  but  are 
probably  not  all  off  the  market. 

FRUITS — Almost  no  business  is  being  done  on 
canned  fruits,  owing  to  the  shipping  situation  and  to 
the  fact  that  the  trade  throughout  the  country  seems 
well  supplied  as  a  result  of  early  purchases.  Unsold 
stocks  are  in  firm  hands,  the  small  operators  who 
usually  need  money  at  this  time  of  the  year  being  the 
ones  who  booked  the  heaviest  early  business. 

FISH — The  southern  California  fish  canning  in¬ 
dustry  is  threatened  with  a  strike  as  3,000  cannery 
workers  and  2,400  deep  sea  fishermen  made  prepara¬ 
tions  this  week  to  stage  a  walkout.  The  organized 
cannery  workers  declare  that  a  strike  will  be  called 
unless  wage  increases  are  made  and  a  closed  shop 
granted.  The  deep-sea  fishermen  threaten  to  tie  up 
their  boats  unless  canners  stop  dealing  with  non-union 
independent  fishermen.  A  strike  at  this  time  would 
affect  the  pack  of  tuna,  sardines  and  halibut. 
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TALKING  '37  TOMATO  CROP  PRICES— Despite 
the  fact  that  some  growers  of  tomatoes  are  still  making 
deliveries  to  canneries,  negotiations  are  being  launched 
for  the  marketing  of  next  year’s  crop.  Growers  de¬ 
clare  that  for  several  seasons  their  returns  have  been 
below  the  cost  of  production  and  are  insisting  that  they 
be  paid  at  least  $15  a  ton  for  1937  tomatoes.  In  past 
seasons  they  have  launched  their  drive  for  higher 
prices  too  late  to  be  effective  and  are  commencing  this 
year  well  in  advance  of  the  preparation  of  fields  for 
the  crop.  The  California  Farm  Bureau  Federation, 
of  which  Alex.  Johnson  is  secretary-treasurer,  is  plac¬ 
ing  its  resources  behind  the  efforts  of  canning  tomato 
growers  to  obtain  more  satisfactory  returns.  A  letter 
explaining  the  stand  of  growers  has  been  addressed 
the  Canners  League  of  California  and  a  committee  will 
be  appointed  to  enter  into  negotiations  with  canners. 

ASPARAGUS — Asparagus  acreage  for  canning  pur¬ 
poses  in  1937  promises  to  be  slightly  greater  than  that 
for  1936,  according  to  preliminary  estimates.  The 
increase  is  not  sufficient,  however,  to  make  much  dif¬ 
ference  in  the  size  of  the  pack.  Some  plan  of  control, 
probably  one  similar  to  the  plan  so  successfully  fol¬ 
lowed  this  year  will  likely  be  adopted. 

HONEY — The  California  honey  crop  is  the  shortest 
in  years,  according  to  H.  M.  McKrebs,  State  super¬ 
visor  of  apiary  inspection  for  the  Department  of  Agri¬ 
culture.  This  will  be  but  little  more  than  one-half  that 
of  1935,  when  the  yield  amounted  to  22,155,000  pounds. 
Prices  are  from  1  to  II/2  cents  a  pound  higher  than  a 
year  ago. 


’CRAMS  OF  INTEREST 

(Continued  from  page  12) 

FRANK  A.  MENNILLO,  who  assisted  in  the  develop¬ 
ment  of  the  California  ripe  olive  industry,  winning  the 
title  of  the  “Olive  King”,  passed  away  at  Los  Angeles 
at  the  age  of  54  years.  He  had  been  ill  several  years. 


F.  E.  BOOTH  COMPANY,  large  packers  of  California 
sardines,  sustained  a  loss  of  about  $20,000  recently 
when  the  reduction  plant  at  Monterey  was  damaged 
by  fire. 


QUEMADO  VALLEY,  near  Eagle  Pass,  is  building  a  new 
cannery  to  handle  the  present  tomato  crop.  The  com¬ 
pany  was  recently  granted  permission  to  increase  its 
capital  stock  from  $10,000  to  $20,000.  There  are  1,200 
acres  of  fine  tomatoes  that  will  be  ready  for  canning 
within  the  next  week.  This  Valley  consists  of  about 
20,000  acres,  and  was  all  in  the  brush  less  than  three 
years  ago. 

• 

CONVENTION  SPECIAL — Frank  A.  McAuliffe,  food 
trade  passenger  traffic  representative  for  the  New 
York  Central  Railroad,  has  announced  to  the  trade 
completion  of  arrangements  for  the  1937  “Food  Indus¬ 
tries  Special”  to  Chicago  for  the  annual  meetings  of 
food  trade  associations  in  January.  The  special  will 
leave  Grand  Central  Terminal  at  4:30  P.  M.  on  Satur¬ 
day,  January  23. 


A  REVOLUTIONARY  CANNED  GOODS  CASE 
•  STRONGER  •  BETTER  • 


WEBER 


01015 


(Pat.  and  Trade  Mark  Applied  For) 


THE  SEAMLESS  CORRUGATED  CONTAINER 


A  "seamless”  corrugated  container  .  .  .  new 
in  design,  a  revolutionary  improvement  over 
ordinary  cases.  Employing  no  tape,  stitches  or 
other  foreign  closure  material  for  the  manu¬ 


facturer's  joint,  LINER- JOINT  SAVES  VALUABLE 
WAREHOUSING  SPACE.  It  gives  greater  protec¬ 
tion  to  your  products.  Write  for  another 
circular  and  SAMPLE  #2  case. 


DRVID  UIEBER  &  10. 
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CANNED  FOOD  PRICES 


All  Prices  quoted  F.  O.  fi.  Factory 

Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  customary  cash  discounts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  West  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 

Canned  Vegetables 


CANNED  VBGETABLra— Continned 


£:a8tern 
Low  High 


Central 
Low  High 


ASPARAGUS 
White  Coloesal,  No. 

Large,  No.  2^ . . 

Medium,  No.  2% . . 

Green  Mam.,  No.  2  ro.  cans.... 

Medium,  No.  1  tall . . 

Large,  No.  2 . 

Tips,  White,  Mam.  No.  1  sq.... 

Small,  No.  1  sq . 

Green  Mam.,  No.  1  sq . 

Small,  No.  1  sq . . 

baked  beans 

16  oz.  . 

No.  2%  . . 

No.  10  . . . 

STRINGLESS  BEANS 
Fancy  Cut  Green,  No.  2.^^ 

No.  10 . . . . 

Ex.  Std.  Cut  Green,  No,  2~»... 

No.  10 . . 

Std.  Cut  Green,  No.  2 - - — 

No.  10 . . 

Fancy  Whole  Green.  No.  2 . . 

No.  10 . . 

Ex.  Std.  Whole  Green.  No.  2... 

No.  10 . 

Std.  Whole  Green,  No.  2 . . 

No.  10 . . 

Fancy  Cut  Wax,  No.  2 . . 

No.  10 . . 

Ex.  Std.  Cut  Wax,  No.  2....^.... 

No,  10 . . 

Std.  Cut  Wax,  No.  2 . . 

No.  10 . . 

Fancy  Whole  Wax,  No.  2..^^~ 

No.  10 . — 

Ex.  Std.  Whole  Wax,  No.  2.„. 

No.  10 . . 

Std.  Whole  Wax,  No.  2......... 


.47% 

.47% 

.62% 

.60 

.90 

.90 

.96 

1.05 

3.26 

3.26 

3.00 

3.60 

1.26 

1.36 

7.60 

.92%  1.00 

1.16 

1.25 

4.50 

6.00 

6.50 

6.00 

.82% 

.90 

.90 

1.00 

4.25 

4.25 

4.50 

5.00 

1.60 

1.75 

******* 

1.36 

1.50 

1.10 

T26 

1.16 

1.20 

1.10 

1.25 

.90 

1.00 

.96 

1.06 

5.60 

5.60 

4.76 

5.50 

1.76 

CARROTS 

Std.  Sliced,  No.  2 . . 

No.  10  . 

Std.  Diced,  No.  2 . 

No.  10  . . 

PEAS  AND  CARROTS 

Std.  No.  2 . . . . 

Fancy  No.  2 . 

CORN — Wholegrain 
Yellow,  Fancy  No.  2, 

No.  10  . . . . 

Ex.  Std.  No.  2 . 

No.  10  . . . . 

Std.  No.  2 _ 

No.  10  - 


4.60  4.60 

.76  .76 

3.76  3.76 

.86  .86 

.92%  1.00 


.70  .80 

3.26  3.76 


1.26 

r.’i6 


1,40 

1.20 


1.40  1.60 

1.30  1.40 


West 

Coast 

Low 

High 

2.75 

2.86 

2.80 

2.90 

2.76 

2.86 

2.40 

2.60 

1.86 

1.86 

2.36 

2.46 

2.60 

2.70 

2.86 

2.46 

2.40 

2.60 

2.10 

2.20 

.80  . 

3.50  4.00 


.85 

4.25 


no,  . . 

.90 

.90 

.80 

.86 

.85 

*"Kn~”lO  .r.. . 

4.60 

4.60 

3.60 

3.76 

4.25 

LIMA  BEANS 

No.  2  Tiny  Green . 

1.62 

1.62% 

No.  2  Medium  Green . 

1.27% 

.95 

1.16 

No.  2  Fresh  White . - . 

.85 

.85 

.70 

.70 

BEETS 

Whole,  No.  2 . 

No.  2%  . 

1.00 

1.20 

.85 

.85 

1.40 

1.50 

.66 

.72% 

1.40 

1.86 

Nn  2%  . 

1.16 

1.16 

.80 

.86 

10* . 

4.25 

4.25 

3.00 

3.26 

.70 

.75 

.86 

10* . 

LOO 

4.00 

3.25 

3.50 

.80 

.90 

.90 

No.  2%  ’. . . 

•Mn  10  .  . 

1.16 

4.60 

1.16 

4.60 

1.10 

3.16 

.76 

.80 

.90 

No.  10 . ; . 

3.50 

3.76 

3.40 

Bias  tern 
Low  High 


White,  Fancy  No.  2 . . 

No.  10  _ _ _ 

Ex.  Std.  No.  2 _ 

No.  10  - 

Std.  No.  2 . . 

No.  10  _ _ _ _ _ 


CORN — Creama^lo 
Yellow,  Fancy  No.  2.... 

No.  10  _ _ 

Ex.  Std.  No.  2 . 

No.  10  . . 

Std.  No.  2 . 

No.  10  - 

White.  Fancy  No.  2....« 

No.  10  . . 

Ex.  Std.  No.  2 _ 

No.  10  . . 

Std.  No.  2 _ 

No.  10  . . 


™  1.10 

-..  7.50 

.95 


1.15 
’i'.l’6 

87%  T.00 


HOMINY 

Std.  Split,  No.  1,  TaU — 

No.  2%  _ 

No.  10  _ _ 

MIXED  VEGETABLES 

Fey.,  No.  2 _ 

No.  10  _ _ _ 

Std.,  No.  2 _ 

No.  10  _ 

OKRA  AND  TOMATOES 

Std.,  No.  2 _ 

No.  10  _ 

PEAS 

No.  2  PeUt  Pois - 

No.  2  Fancy  Sweets,  28...._.... 

No.  2  Fancy  Sweets,  Ss. . . 

No.  2  Fancy  Sweets,  4s.....>.». 

No.  2  Fancy  Sweets,  6a........_. 

No.  2  Ehc.  Std.  Sweets,  2s....... 

No.  2  Ehc.  Std.  Sweets,  Ss . 

No.  2  Ex.  Std.  Sweets,  4s....... 

No.  2  Ex.  Std.  Sweets,  68 . 

No.  2  Std.  Sweets,  2s„„ . . 

No.  10  Std.  Sweets,  2s....~.. — 

No.  2  Std.  Sweets,  Ss . . 

No.  10  Std.  Sweets,  Ss . . 

No.  2  Std.  Sweets,  4s . . — 

No.  10  Std.  Sweets,  48 _ _ 

No.  2  Std.  Sweets,  6s.„ . . 

No.  10  Std.  Sweets,  6s — ....... 

No.  1  Early  June,  3s . 

No.  2  Fey.  Alaskas,  Is . . 

No.  2  Fey.  Alaskas,  2a......_.... 

No.  2  Fey.  Alaskas,  Ss . — 

No.  2  Ex.  Std.  Alaskas,  Is... 
No.  2  Ex.  Std.  Alaskas,  2s — 
No.  2  Ex.  Std.  Alaskas,  Ss.... 
No.  2  Ex.  Std.  Alaskas,  48.... 
No.  2  Std.  Alaskas,  68 — 

No.  2  Std.  Alaskas,  Ss . 

No.  10  Std.  Alaskas,  Ss.. — 

No.  2  Std.  Alaskas,  48 . 

No.  10  Fey.  Alaskas,  4s......».. 

No.  10  Ex.  Std.  Alaskas,  48.. 
No.  10  Std.  Alaskas,  48......... 

No.  2  Std.  Alaskas,  68-..-..-.. 

No.  10  Std.  Alaskas,  68 - - 

No.  2  Ungraded . . 

Soaked,  28 

lOs  . . 

Blackeye,  28,  Soidced.... — — . 
lOs  . . 


.80 

4.26 

.70 

3.76 


.86 

4.26 

.76 

4.00 


—  .90  .96 


1.76 

1.20 

1.00 

.95 

"96 

5.50 

.90 


PUMPKIN 

Std.,  No.  2 . 

Std.,  No.  2% . . . 

No.  S  . . 

No.  10  . 

SAUER  KRAUT 

Std.,  No.  2 — . - 

No.  2%  _ 

No.  3  . . . . 

No.  10  - 

SPINACH 

Std.,  No.  2 - 

No.  2%  _ 

No.  10  . . . 

SUCCOTASH 

Std.  No.  2,  Gr.  Corn,  Dr.  Limas. 

Std.  No.  2,  Gr.  Corn,  Fr.  Limas. 

Triple,  No.  2 . 


6.00 


.50 

2.60 

.76 

3.76 


.76 

.80 

.96 

2.75 


Central 
Low  High 


West  Coast 
Low  High 


1.20 

1.26 

...... 

1.10 

1.16 

1.00 

1.06 

1.35 

6.60 

.95 

1.10 

1.06 

1.15 

6.60 

5.50 

5.50 

.85 

1.00 

.90 

1.00 

6.00 

5.00 

1.10 
Z  3.M 


.80 

1.16 

3.60 


.75 

2.26 


.80 

2.60 


1.70 

1.76 

1.40 

1.50 

1.60 

1.65 

1.35 

1.45 

1.40 

1.60 

1.26 

1.40 

1.26 

1.45 

1.20 

1.30 

1.16 

1.36 

1.16 

1.25 

1.30 

1.40 

1.20 

1.30 

1.25 

1.40 

1.15 

1.25 

1.10 

1.35 

1.15 

1.20 

1.10 

1.26 

1.10 

1.16 

1.16 

1.26 

1.10 

1.26 

1.16 

1.20 

6.26 

6.60 

6.26 

6.25 

1.00 

1.10 

1.00 

1.10 

6.00 

6.26 

6.00 

5.26 

.95 

1.10 

1.10 

1.20 

6.00 

6.26 

4.60 

4.60 

.70 

.80 

1.66 

1.86 

1.60 

1.75 

1.35 

1.45 

1.26 

1.40 

1.25 

1.35 

1.90 

1.46 

1.60 

1.30 

1.26 

1.40 

1.20 

1.26 

1.00 

1.10 

1.20 

1.15 

1.26 

.95 

1.00 

1.10 

1.06 

1.10 

1.00 

1.05 

1.00 

.97% 

1.05 

1.05 

1.10 

5.00 

5.50 

5.25 

5.50 

.90 

.95 

1.10 

1.00 

1.05 

6.00 

6.00 

6.25 

6.26 

5.00 

5.50 

.90 

1.00 

1.00 

1.05 

4.60 

4.76 

.92% 

.90 

1.00 

.95 

1.00 

.55 

.60 

.55 

.57% 

2.76 

3.20 

3.40 

.76 

3.76 

.55 

.60 

.85 

.75 

.80 

3.76 

^76 

3.00 

3.75 

4.05 

.85 

1.16 

1.00 

1.26 

3.60 

4.00 

.95 

.70 

.96 

1.02% 

1.26 

.90 

1.20 

1.26 

4.00 

3.25 

3.76 

4.05 
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CANNED  VEGETABLES— ContiniMd 


CANNED  FBUITS— CoBttnnad 


SWEET  POTATOES 

Std.,  No.  2,  Dry  Pack . . 

No.  zy» . . . . 

No.  3  . . 

No.  10  . . 

Std..  No.  2,  Syrup  Pack...... 

No.  2%  _ _ _ 

No.  8  _ 

No.  10  _ 


TOMATOES 

Fancy.  Na  2 . 

No.  2% _ 

No.  8  . . 

No.  10  . 


Eastern 
Low  High 


.70  . 

.921/^  .95 


Central 
Low  High 


West  Coast 
Low  High 


Eastern 
Low  High 


Central 
Low  High 


FRUITS  FOR  SALAD 


Ex.  Std..  No.  1.. 

No.  2  . 

No.  2%  . 

No.  3  . 

No.  10  . 


Std..  No.  1., 

No.  2  . 

No.  2%  .. 


TOMATO  PUREE 

Std..  No.  1,  Who.  Stock . 

No.  10  .  3.25 

Std..  No.  1.  Trim . 

No.  10  .  8.00 

TOMATO  JUICE 

No.  1  . 

No.  2  . . . 

No.  10 . . 


TURNIP  GREENS 

No.  2  . 

No.  2%  .  1.15 

No.  10  . 


1.00 

1.20 

1.26 

1.36 

4.00 

4.26 

.47% 

.50 

.77% 

.85 

.76 

.80 

1.06 

1.15 

1.06 

1.16 

1.10 

1.16 

3.10 

3.50 

3.76 

.40 

.46 

.45 

.60 

.65 

.75 

.70 

.75 

.90 

.95 

.97%  1.00 

1.00 

1.06 

2.85 

3.25 

3.25 

3.50 

.42% 

.46 

.47^ 

3.25 

3.50 

4.00 

.40 

8.00 

8.00 

.40 

.40 

.45 

.50 

.70 

.70 

.76 

3.00 

3.00 

3.00 

3.50 

.80 

1.15 

4.00 

Solid  pack 
.821A  .96 
.96  1.10 

1.30  1.45 


rcy.,  no.  . . 

No.  10  . . . . 

BLACKBERRIES 

Std.,  No.  2 _ 

No.  8  . . .  „ 

No.  10,  water . . 

No.  2.  Preserved..^..  _ 

No.  2,  Syrup . . 

Mil 

BLUEBERRIES 

No.  2 _ 

No.  10 

1.76 

7.00 

1.86 

7.00 

9.00  9.60 


4.60 


4.05 

With  puree 
.621^  .65 
.70  .7214 

.87%  .90 


2.76  3.00 


3.60  3.60 

Sibo  8.26 


.60  .62V2 

.77%  .80 
3.00  3.25 


CHERRIES 

Std.,  Red,  Water,  No.  2^ 
Std.,  White,  Syrup,  No.  ! 
Ex.  Std.,  Preserved,  No.  i 
Red  Sour  Pitted,  No.  2™.„ 

Red  Sour  Pitted,  No.  10 _ 

R.  A.,  Fey.,  No.  2% . 

Choice,  No.  2% . 

Std.,  No.  2% . 


1.60 

7.76 


Canned  Fruits 


APPLES 
No.  10,  water.. 


GOOSEBERRIES 

Std.,  No.  2^ . 

No.  10  . . 

RASPBERRIES 
Black,  Water,  No.  2.. 

No.  10  . 

Red,  Water,  No.  2 . 

No.  10  . 

Black,  Syrup,  No.  2... 
Red,  Syrup,  No.  2 . 

STRAWBERRIES 
Elx.  Pres.,  No.  1.......... 

No.  2  . . 

Pres.,  No.  1 . 

No.  2  . . 

Std.,  Water,  No.  10... 


7.26  7.60 


7.60  7.76 


No.  10,  standard  heavy  pack.... 
No.  10  fancy  heavy  pack . 

3.25 

3.16 

8.25 

8.60 

4.00 

HERRING  ROE 

NtfSilllK 

SU  1 

APPLE  SAUCE 

19  oz.  ™._.....™.._  _  „ 

No.  2,  Fancy . . 

.90 

1.00 

.96 

1.00 

No.  2,  17  oz.................... 

— 

-  i;76 

1.76 

2.00 

No.  10  . . . 

No.  2,  Std . 

No.  10  . 

4.36 

6.00 

4.50 

4.76 

— 

LOBSTER 

APRICOTS 

Flats.  1  Ih . 

6.50 

%  Ih.  - 

.  3  9.R 

1.80 

1.70 

1.46 

1.86 

1.80 

1.60 

%  Ih . ,  „ 

**** 

No,  2%,  Std . 

GRAPEFRUIT 

8  oz . 

No.  2  . . . 

No.  6  . 

OYSTERS 

Std..  4  oz . . 

i.ob 

3.10 

i”oo 

3.10 

.60 

1.10 

3.60 

6  oz . 

8  oz.  . . 

10  oz _ _ 

Selects.  6  oz . 

_ _  2,10 

1.10 

2.00 

2.16 

.80 


GRAPEFRUIT  JUICE 

. .  .62% 

No.  1  . .62% 

No.  300  . . .  SO 

No.  2  .  .75 

No.  6  . .  2.50  2.76 

PEARS 

Keifer,  Std.,  No.  2,  in  syrup....  j.qo  1  OO 

No.  2%  .  l'.35  i'.35 

No.  10  .  . . 

Bartlett,  Fancy,  No.  2% . 

Choice,  No.  2%. . . .  . . 

Std.,  No.  2%^.. . 

No.  10,  Water . . . 

No.  10,  Syrup... . .  . 

No.  10  Pie,  S.  P . 

PEACHES 

Fey.,  Y.  C.,  No.  2% . 

Choice,  No.  2% . 

Std.,  No.  2% . . . 

Ex.  Std.,  Slic.  Yel.,  No.  1  Tails  . .■  ■. 

Seconds,  Yel.,  No.  8 . 

Pies,  unpeeled.  No.  3 . 

Peeled,  No.  10,  Solid  Pack . 

PINEAPPLE 

Hawaiian,  Slic.,  Ex.  Std.,  No.  2 . 

No.  2%  . 

Std.,  No.  2 . . . 

No.  2%  . 

Sliced,  Standard,  No.  10......„ . 

Shredded.  Syrup,  No.  10.....™ . .  . 

Crushed,  Ex.  Std.,  No.  10 . .  ™™. 


. 76 

2.60  3.00 


1.90  2.00 

1.65  1.80 

1.60  1.66 

.  4.00 

6.00  6.26 

3.76  4.26 


1.66  1.66 
1.66  1.66 

1.45  . 

1.10  1.16 

™!!!!  L76 

1.60  . 

1.80  . 

1.40  _ 

1.70  . 

6.86  6.10 

ii'.bb  «!b« 


SALMON 

Red  Alaskas,  Tall,  No.  1... 

Flat,  No.  %™. . . 

Cohoes,  Tall,  No.  1 . 

Flat,  No.  1 . . 

No.  %  . . 

Pink.  Tall,  No.  1 _ 

Flat,  No.  %..... . 

Sockeye  Flat,  No.  1 . 

No.  %  . 

Chums,  Tall,  No.  1 . 

Medium,  Red,  Tall . 

SHRIMP 

No.  1,  Small..„ . . 

No.  1,  Medium . . 

No.  1,  Large . . . . 


SARDINES  (Domestic),  Per  Case 

*4  Oil,  Key - - — ......... - -  3.60 

%  Oil,  Keyless . 3,16 

%  Oil,  Tomato,  Carton . . 

%  Oil,  Carton .  3.90 

%  Mustard,  Keyless .  2.76 

Calif.  Oval  No.  1,  24’s........™.„ . 

Calif.  Oval  No.  1,  48’s....„„ . 


TUNA  FISH.  Per  Case 

Fey.,  Yel.,  Is,  24’b...... . 

Fey.,  Yel.,  Is,  48’8.......,.™„ 

%8  . 

%8  . 

Light  Meat,  l8.™...™. . 

%8  . 

%s  - 


3.60 

3.16 


3.90 

2.85 


1.20  . 

1.30  . 

1.30  1.46 


West  Coast 
Low  High 


2.46  2.66 

8.60  8.76 


6.00  6.00 

2.30  2.40 

2.25  2.35 

2.00  . 


6.00  6.00 


1.46 

6.60 

1.60 

6.00 


2.16 


2.10  2.16 
1.60  1.66 

.  1.76 

1.90  1.90 

1.16  1.16 
1.00  1.06 
.76  .76 

2.66  2.66 
1.60  1.60 
.92%  .96 
1.70  _ 


.  1.40 

2.86  8.10 


_  6.02% 

10.60  12.00 
6.60  6.85 

3.86  4.26 

.  9.00 

.  6.00 

.  3.60 
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WANTED  and  FOR  SALE 

This  is  a  page  that  must  be  read  each  week  to  be  appreciated.  You  are  unlikely  to  be  interested  every  week  in  what 
is  offered  here,  but  it  is  possible  you  will  be  a  dozen  times  in  the  year.  If  you  fail  to  see  and  accept 
your  opportunity  and  money  are  lost.  Rates  upon  application. 


FOR  SALE  — MACHINERY 


FOR  SALE  —  Copper  and  Aluminum  Cooking 
Kettles;  Retorts;  Labelers;  Fillers;  Filters  and  Filter 
Presses;  Tanks;  Pumps;  Mixers,  etc.  Send  for  com¬ 
plete  bulletin.  What  have  you  for  sale?  We  buy  for 
cash.  Consolidated  Products  Co.,  Inc.,  18-20  Park 
Row,  New  York,  N.  Y. 


FOR  SALE — Wonder  Cooker,  Tomato  Filler,  Pea 
Filler,  Chain  Conveyors,  Retorts,  Pea  Cleaners,  Pea 
Graders,  Steam  Crane,  Open  Kettles,  Corn  Huskers, 
Corn  Cutters,  Corn  Fillers,  Corn  Conveyors  and  Ex¬ 
haust  Box,  Link-Belt  Peeling  Table.  Address  Box 
A-2156  c/o  The  Canning  Trade. 


WANTED  —  MAC  H I N  ERY 


WANTED — Canners  attention:  Send  us  a  list  of 
any  canning  equipment  that  you  may  have  to  sell  for 
spot  cash  or  to  exchange  for  new  machinery.  Write 
for  our  catalog  covering  a  complete  line  of  up-to-date 
canning  machinery.  A.  K.  Robins  &  Co.,  Inc.,  Lombard 
and  Concord  St.,  Baltimore,  Md. 


WANTED — 1  used  Ayars  New  Perfection  Pea  and 
Bean  Filler.  2  used  Retorts  4x72".  1  used  Olney  Pea 
and  Bean  Washer.  State  age,  condition  and  lowest 
cash  price.  Nuttle  Canning  Co.,  Denton,  Md. 


WANTED — One  Colossus  Grader.  Address  Box 
A-2153  c/o  The  Canning  Trade. 


WANTED — Onley  Pea  Washer,  Clipper  Cleaner, 
Ayars  Filler,  42"x84".  Retorts,  Crates  and  Picking 
Table.  Address  Box  A-2155  c/o  The  Canning  Trade. 


FOR  SALE — Potato  and  Macaroni  Salads.  Com¬ 
plete  formulae:  flow  sheets,  typical  layouts,  process 
times,  for  heat  sterilized  canned  salads,  for  sale  under 
non-exclusive  license.  Patent  applied  for.  J.  R.  Brehm, 
141  N.  Fulton  St.,  Auburn,  N.  Y. 


HELP  WANTED 


WANTED — Superintendent  for  modern  dog  food  and  fish 
canning  plant  located  in  Florida.  To  an  experienced  man  this 
is  a  year  round  position  with  an  excellent  future.  Address  Box 
777,  Clearwater,  Fla. 


WANTED — Experienced  Assistant  Sales  Manager  and  Gen¬ 
eral  Superintendent  in  the  canning  and  selling  of  oysters, 
shrimp  and  vegetables  South  Atlantic  Coast.  Only  high  grade 
man  with  ample  experience  considered.  References  required. 
Good  salary  to  right  party.  Address  Box  B-2131  c/o  The 
Canning  Trade. 


WANTED — Salesman,  single  man  preferred,  having  practical 
canning  experience,  to  sell  canning  machinery.  Name  salary  in 
first  letter.  Address  Box  B-2154  c/o  The  Canning  Trade. 


SITUATIONS  WANTED 


POSITION  WANTED — As  Superintendent  or  Foreman. 
Thoroughly  experienced  in  the  managing  of  help  and  know  the 
procedure  for  packing  a  full  line  of  vegetables.  A  machinist 
and  know  closing  machines  and  able  to  keep  other  equipment 
in  repair.  Best  of  references.  Address  Box  B-2134  c/o  The 
Canning  Trade. 


POSITION  WANTED — By  a  recent  graduate  in  horticulture 
from  Ohio  State  University.  Age  26,  married.  Desire  to  gain 
experience  in  production;  can  do  control  work.  Prefer  West 
Coast  with  year  round  work.  Address  Box  B-2142  c/o  The 
Canning  Trade. 


FOR  SALE  — FACTORIES 


FOR  SALE — A  Pea,  Corn,  Bean  Canning  Factory, 
located  in  Adams  County,  Pennsylvania,  equipped  with 
good  machinery,  and  large  acreage  available.  Address 
Box  A-2157  c/o  The  Canning  Trade. 


FOR  SALE  — MISCELLANEOUS 


FOR  SALE — Strictly  whole  tomato  pulp  in  five- 
gallon  cans,  good  color,  fine  flavor,  and  extra  good. 
W.  L.  Jones  Food  Co.,  Pemberville,  Ohio. 


FOR  SALE — Discontinued  high-class  Green  and 
Wax  Bean  Labels;  also  Beets.  50c  and  75c  per  thou¬ 
sand.  Write  for  samples.  Granite  City  Sales  Co.,  St. 
Cloud,  Minn. 


POSITION  WANTED — By  chemist.  Five  years  full  experi¬ 
ence  canning,  preserving  and  food  processing.  Interested  in 
contacting  consulting,  or  other  laboratories  servicing  food  indus¬ 
tries.  Alert,  progressive.  Address  Box  B-2146  c/o  The  Can¬ 
ning  Trade. 


POSITION  WANTED — By  chemist.  Ten  years  experience  in 
general  canning,  cheese  processing,  mayonnaise  and  salad  dress¬ 
ing  products,  jellies  and  jams,  soups,  profitable  new  products. 
Can  act  as  superintendent.  Address  Box  B-2149  c/o  The  Can¬ 
ning  Trade. 


POSITION  WANTED — All  around  man  with  17  years  of 
can  shop  experience.  Can  set  up,  repair  and  make  new  parts 
and  special  equipments  for  Adriance,  Max  Ams,  Bliss  and  Cam¬ 
eron,  etc.,  bodymakers,  flangers,  seamers,  testers,  etc.,  for  round, 
square  or  oval  cans.  Good  diemaker  and  expert  at  cap  thread¬ 
ing  tools.  Able  to  set  up  new  lines  and  capable  of  taking  charge 
of  can  shop.  Address  Box  B-2150  c/o  The  Canning  Trade. 
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SMILE  AWHILE 


A  Rod  Split  and  Skin 
Remover  &  Washer 

would  have  improved  your 
packs  of  Peas  and  Lima  Beans . 
May  we  show  you  how  ? 

THE  SINCLAIR-SCOTT  CO. 

“Tfee  Original  Grader  House*^ 
BALTIMORE  MARYLAND 


Plain. 

Varnished, 

Embossed. 

THE 

Simpson  &  doeller 

CO. 

BALTIMORE.MD. 


There  is  a  saving  grace  in  a  sense  of  humor 

Contribviions  Welcome 

TUNELESS 

Customer:  You  know  that  music  stool  you  sold  me? 
Shopkeeper:  Yes. 

Customer:  Well,  Tve  twisted  and  turned  it  in  all 
directions,  but  I  can’t  get  a  single  note  out  of  it. 

Captain :  Who  was  that  on  the  telephone,  orderly  ? 
Orderly:  No  one  important,  sir.  Just  a  lady  who 
said  “It’s  a  long  distance  from  New  York.”  So  I  said 
“It  sure  is.”  and  hung  up. 

REDUCING  EXERCISE 
“What’s  the  best  exercise  for  reducing?” 

“Just  move  the  head  slowly  from  right  to  left  when 
asked  to  have  a  second  helping.” 

DOESN’T  MATTER 

Customer:  Waiter,  your  thumb  is  in  my  soup. 
Waiter:  That’s  all  right,  sir.  It’s  so  used  to  the 
heat  I  hardly  notice  it. 

FOLLOWING  DIRECTIONS 
Housewife :  After  you’ve  put  the  ingredients  in  the 
pan,  the  directions  say  not  to  stir. 

English  Maid :  I  haven’t  moved  a  muscle,  ma’am. 

DELAY 

Customer :  I’ll  take  a  half-dozen  oysters  on  the  half¬ 
shell. 

Porter :  Sorry,  suh,  you’ll  have  to  wait  a  while. 
Customer:  What’s  the  matter? 

Porter:  Wal,  suh,  we  got  the  oysters,  but  we  are  a 
little  short  on  shells  and  I  can’t  bring  yore  order  till 
that  gen-mum  over  there  finishes. 

BRUTAL! 

Housewife:  This  morning,  my  husband  threw  a 
biscuit  at  me.  A  biscuit  I  made  myself. 

Neighbor:  The  idea!  It  might  have  killed  you. 

DOUBTING  THOMAS 
Neighbor:  Is  this  your  ball.  Tommy? 

Tommy :  Any  windows  or  anything  broken  ? 
Neighbor:  No. 

Tommy:  Thanks,  it’s  mine. 

HANG  HIM  OUT 

An  Irish  Guards  officer  called  up  a  sergeant  and 
spoke  of  the  unsoldierly  appearance  of  a  recruit. 

“He  looks  very  slovenly,  sergeant.” 

“Yes,  sor.” 

“Are  you  sure  he  washes?” 

“Yes,  sor.” 

“Absolutely  certain  he  washes?” 

“Yes,  sor,  but  he  dries  a  bad  color,  sor.” 
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WHERE  TO  BUY 


the  Machinery  and  Supplies  you  need,  and  the  Leading  Houses  that  supply  them 
Consult  the  advertisements  for  details. 

CANNERY  SUPPLIES. 


ADHESIVES. 

UGwey  &  Alray  Chemical  Co.,  Cambridge,  Maas. 

ADJUSTERS  ior  Detachable  Chalna. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wie. 

Baskets,  Picking. 

Baskets,  Wire,  Scalding,  Pickling,  etc.  See 
Cannery  Supplies. 

BEAN  SNIPPER,  Green  String. 

^hisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

K.  Robins  S  Co.,  Inc.,  Baltimore,  Md. 

BEET  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  I. 
ierlm-Chapman  Co.,  Berlin,  Wis. 

^hisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
iansen  Gang.  Mchy.  Corp.,  Cedarburg,  Wis 
\  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

^cott  Viner  Co.,  Columbus,  Ohio. 

BELTS,  Carrier,  Rubber,  Wire,  Etc. 

terlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

'.a  Porte  Mat  and  Mfg.  Co.,  La  Porte,  Ind. 

K.  Robins  6  Co.,  Inc.,  Baltimore,  Md. 

BLANCHERS,  Vegetable  and  Fruit. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

BOILERS  AND  ENGINES,  Steam. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOOKS,  on  Canning,  Formula,  Etc. 

A  Complete  Course  in  Canning, 
dow  to  Buy  and  Sell  Canned  Foods. 

A  History  of  the  Canning  Industry. 

The  Almanac  of  the  Canning  Industry. 

All  published  by  The  Canning  Trade,  Baltimore. 
Bottle  Caps.  See  Caps. 

Bottle  Cases,  Wood.  See  Boxes,  Crates. 

Bottle  Corking  Machines.  See  Bottlers  Mchy. 

BOX  (Corrugated)  SEALING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

BOXES,  Corrugated  Paper. 

David  Weber  &  Co.,  Philadelphia,  Pa. 

BOXES,  Lug.  Field,  Metal. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

BOXING  MACHINES. 

Burt  Machine  Co.,  Baltimore,  Md. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Westminster  Mach.  Co.,  Westminster,  Md. 

BROKERS. 

“htllips  Sales  Co..  Cambridge,  Md. 

Rip  Van  Winkle  Sales  Div.,  New  York  City. 

J.  Weber  Co.,  New  York  City 
Buckets  and  Pails,  Fibre.  See  Corr.  Paper 
Products. 

Buckets  and  Pails,  Metal.  See  Enameled  Buckets. 
Buckets,  Wood.  See  Cannery  Supplies. 

BURNERS,  Oil,  Gas,  Gasoline,  Etc. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Can  Conveyors.  See  Conveyors  and  Carriers. 
Can  Fillers.  See  Filling  Machines. 

CAN  MAKERS*  MACHINERY. 

Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

Can  Markers.  See  Stampers  and  Markers. 

CANS,  Tin,  All  Kinds. 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City. 

Heekin  Can  Co.,  Cincinnati,  Ohio. 

National  Can  Co.,  Inc.,  New  York-Baltimore. 

Phelps  Can  Co.,  Baltimore,  Md. 

Phillips  Can  Co.,  Cambridge,  Md. 

CAN  SEALING  COMPOUND. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

CAN  WASHING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hansen  Gang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  Robins  $  Co.,  Inc.,  Baltimore,  Md. 


Ayars  Machine  Co.,  Salem,  N.  J. 

Berhn-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Can  Stampers.  See  Stampers  and  Markers. 

CAPPING  MACHINES,  Soldering. 

Ayars  Machine  Co.,  Salem,  N.  J. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Capping  Steels,  Soldering.  See  Cannery  Sup. 

CARRIERS  AND  CONVEYORS,  Spiral. 

Berhn-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Catsup  Machinery.  For  the  preparatory  work; 
see  Pulp  Mchy.;  for  bottling:  see  Bot.  Mchy. 

CHAIN  ADJUSTERS. 

F.  Hamachek  Machine  Co.,  Kewaunee,  Wis. 

Chain  Belt  Conveyors.  See  Conveyors. 

Chain  for  Elevating,  Conveying.  See  Conveyors 
Checks,  Employers'  Time.  See  Stencils. 

Chutes,  Gravity,  Spiral.  See  Carriers. 

CLEANING  AND  GRADING  MACHY..  Fruits. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A..  K.  Robins  S  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Cleaning  and  Washing  Machines,  Bottle.  See 
Bottlers'  Machinery. 

Cleaning  Machines,  Can.  See  Can  Washers. 
CLOCKS,  Process  Time. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

CLOSING  MACHINES,  Open  Top  Cans. 

Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 

Coils,  Copper.  See  Copper  Coils. 

CONVEYORS  AND  CARRIERS,  Canners. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

La  Porte  Mat  &  Mfg.  Co.,  La  Porte,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

Sprague-Sells  Corp.,  Hoopeston,  Ill. 

COOKERS,  Continuous,  Agitating. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Cookers,  Retorts.  See  Kettles,  Process. 

COOLERS,  Continuous. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

COPPER  COILS,  ior  tanks. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  HI. 

Copper  Jacketed  Kettles.  See  Kettles,  Copper. 

CORN  COOKER-FILLERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Hansen  Gang.  Mchy.  Corp.,  Cedarburg,  Wts. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

CORN  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hansen  Gang.  Mchy.  Corp.,  Cedarburg,  Wis. 
Morral  Bros.,  Morral,  Ohio. 

A  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 


CORN  HUSKERS  AND  SILKERS. 

Berlin-Chapman  C^.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

CORN  SHAKERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

CRANES  AND  CARRYING  MACHINES. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

CRATES.  Iron  Process. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

CUTTERS,  Vegetable,  luDncemeat,  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

DECORATED  TIN  (or  Cans.  Capa,  Etc.). 

American  Can  Co.,  New  York  City. 

Coiitinental  Can  Co.,  New  York  City. 

National  Can  Co.,  New  York-Baltimore. 

ENAMELED  BUCKETS.  PAILS,  Etc. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Engines,  Steam.  See  Boilers  and  Engines. 

ENSaAGE  DISTRIBUTORS. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

EVAPORATING  MACHINERY. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

EXHAUST  BOXES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

FACTORY  TRUCKS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.j  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

FIBRE  CONTAINERS  ior  Food  (not  hermetically 
sealed). 

American  Can  Co.,  New  York  City. 

Continental  Can  Co.,  New  York  City. 

Filling  Machines,  Bottles.  See  Bottlers'  Mchy. 

FILLING  MACHINES,  Can. 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hansen  Gang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co._,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

FINISHING  MACHINES,  Catsup,  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  ni. 

GENERAL  AGENTS  lor  Machinery  Mirs. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

GLASS  LINED  TANKS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Gravity  Carriers.  See  Carriers  and  Conveyor*. 
Hoisting  and  Carrying  Machines.  See  Cranes. 
Hullers  and  Viners.  See  Pea  Hullers. 

Huskers  and  Silkers.  See  Com  Husker*. 
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HYDBAm.IC  CONVEYING  EQUIPMENT. 

Scott  Viner  Co.,  Columbus,  Ohio. 

INSURANCE,  Canners. 

Canners'  Exchange,  Lansing  B.  Warner,  Chicago. 
Jacketed  Kettles.  See  Kettles,  Copper. 

jacketed  pans,  steam. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  S  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  III. 

KETTLES,  Copper.  Plain  or  Jacketed. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  Indianap>oli8,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Kettles,  Enameled.  See  Glass-Lined  Tanks. 
KETTLES,  Process. 

Ayars  Machine  Co.,  Salem,  N.  J. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

KNIVES,  Miscellaneous. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

Sprague-Sells  Corp.,  Hoopeston,  Ill. 

KRAUT  CUTTERS. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

KRAUT  MACHINERY. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

LABELING  MACHINES. 

Burt  Machine  Co.,  Baltimore,  Md. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Westminster  Mach.  Co.,  Westminster,  Md. 

LABEL  MANUFACTURERS. 

Gamse  Litho.  Co.,  Baltimore,  Md. 

Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  6  Doeller  Co.,  Baltimore,  Md. 

U.  S.  Printing  &  Lithograph  Co.,  Cincinnati,  Ohio. 

LABORATORIES,  ior  Analyses  of  Goods,  Etc. 
National  Canners  Assn.,  Washington,  D.  C. 

MILK  CONDENSING  AND  CANNING  MCHY. 
Berlin-Chapman  Co.,  Berlin,  Wis. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

Sprague-Sells  Corp.,  Hoopeston,  HI. 

OYSTER  CANNERS'  MACHINERY. 
BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

PAILS,  Rubber. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

PASTE,  CANNERS'. 

Burt  Machine  Co.,  Baltimore,  Md. 

Dewey  &  Almy  Chemical  Co.,  Cameridge,  Mass. 
F.  H.  Langsenkamp  &  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEA  HULLERS  AND  VINERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

Scott  Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

PEA  AND  BEAN  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Leonard  Seed  Co.,  Chicago,  Ill. 

Roaers  Bros.  Seed  Co.,  Chicago,  Ill. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

PEA  CANNERS'  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Berlin-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

Sprague-SeUs  Corp.,  Hoopeston,  Ill. 


PEA  VINE  FEEDERS. 

Chisholm-Ryder  Co.,  Niagara  Falls  ,N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

PEELING  KNIVES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEELING  MACHINES. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PEELING  TABLES,  Continuous. 

Ayars  Machine  Co.,  Salem,  N.  J. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

PINEAPPLE  MACHINERY. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

PRESERVERS'  MACHINERY. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-SeUs  Corp.,  Hoopeston,  lU. 

PULP  MACHINERY. 

Ayers  Machine  Co.,  Salem,  N.  J. 

BerUn-Chapman  Co.,  Berlin,  Wis. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-SeUs  Corp.,  Hoopeston,  Ul. 

PUMPS,  Air,  Water,  Brine,  Syrup. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Salt. 

SEALING  MACHINES,  Box. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SCALDERS,  Tomato,  Etc. 

Ayars  Machine  Co.,  Salem,  N.  J. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Scalding  and  Picking  Baskets.  See  Baskets. 
Sealing  Machines,  Bottles.  See  Bottlers'  Mchy. 

SEEDS,  Canners',  All  Varieties. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 

D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Leonard  Seed  Co.,  Chicago,  Ill. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

SHEET  METAL  WORKING  MACHINERY. 
Cameron  Can  Mchy.  Co.,  Chicago,  lU. 

SIEVES  AND  SCREENS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

STIRRERS  FOR  KETTLES. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 
Sprague-Sells  Corp.,  Hoop>eston,  Ul. 

SILKING  MACHINES. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  lU. 

SPEED  REGULATING  DEVICES  (lor  Machinos, 
Belt  Drives,  Etc.). 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

E.  J.  Judge,  Alameda,  Cal. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

STENCILS,  Marking  Pots  and  Brushes,  Brass 
Checks,  Rubber  and  Steel  Type,  Burning 
Brands,  Etc. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Steam  Jacketed  Kettles.  See  Kettles. 

Steam  Retorts.  See  Kettles,  Process. 


STRING  BEAN  MACHINERY. 

BerUn-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  lU. 

SYRUPING  MACHINES. 

Ayars  Machine  Co.,  Salem,  N.  J. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hansen  Cang.  Mchy.  Coip.,  Cedarburg,  Wis. 

E.  J.  Judge,  Alameaa,  CaUf. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Tables,  Picking.  See  Canners'  Machinery. 
TANKS,  Metal. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

TANKS,  Glass  Lined,  Steel. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

TANKS,  Wooden. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Testers,  Can.  See  Can  Makers'  Machinery 
TOMATO  CANNING  MACHINERY. 

Ayars  Machine  Co.,  Salem,  N.  J. 

BerUn-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  lU. 

TOMATO  JUICE  MACHINERY. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

TOMATO  PEELING  MACHINE. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

TOMATO  SEED. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Com, 
D.  Landreth  Seed  Co.,  Bristol,  Pa. 

Leonard  Seed  Co.,  Chicago,  Ill. 

Francis  C.  Stokes  &  Co.,  Inc.,  Moorestown,  N.  1 
F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

TOMATO  WASHERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  H.  Langsenkamp  Co.,  IndianapoUs,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sprague-Sells  Corp.,  Hoopeston,  Ill. 

VEGETABLE  CUTTERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

VINERS  AND  HULLERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 

Scott  Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

Washers,  Bottles.  See  Bottlers'  Machinery. 
WASHERS,  Cem  and  Jar. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Hansen  Cang.  Mchy.  Corp.,  Cedarburg,  Wis. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

WASHERS,  Fruit,  Vegetable. 

Ayars  Machine  Co.,  Salem,  N.  J. 

BerUn-Chapman  Co.,  BerUn,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Scott  Viner  Co.,  Columbus,  Ohio. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

Sprague-Sells  Corp.,  Hoopeston,  Ill. 

Windmills  and  Water  Supply  System-  See 
Tanks,  Wood, 
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Lewis  Quality  Grader 

YEARS  AGO,  a  falling  apple 
popped  Sir  Isaac  Newton  on 
the  head — and  Newton  gave 
to  the  world  his  principle  of 
gravity. 

The  Lewis  Quality  Grader 

takes  full  advantage  of  the 
old  law  of  gravity  and  sepa¬ 
rates  the  tenderest  peas  from 
the  others  with  amazing 
accuracy.  The  machine  is 
simple  and  compact.  It’s  low- 
priced  and  easily  installed. 

Fill  in  and  mail  the  coupon 
below  for  full  details  of  this 
profit  making  Grader. 

Modern  Canning  Equipment  for  All  Pood  Products 


SPRAGUE-SELLS  H 


Division  of  Food  Machinery  Corp’n 

HOOPESTON  -  ILLINOIS 
MAIL  COUPON  TODAY! 


SPRAGUE-SELLS,  Hoopeston,  Ill. 

Please  send  me 

'  CH  Full  details  of  the  Lewis  Quality  Grader. 
I  I  Your  complete  General  Catalog  No.  200. 


State 


MORE  PEAS 

per  TON 

WITH  IDEAL 

V ine  Sepa  ration 

HAMACHEK  WEAL  VINER 
FEEDER  with  VINE  DISTRI- 
BUTOR  separates  the  vines 
giving  a  continuous  even  feed 
to  the  viner,  permitting  an 
even  operating  speed,  saving 
power  and  labor. 

Large  forkfuls  of  peas  can  be  fed  lo  the 
machine  which  will  automatically  separate 
the  load  eliminating  bunching  and  rolling, 
assuring  a  thorough  thrashing  of  peas  out 
of  the  vines  with  minimum  of  breakage, 
resulting  in  more  peas,  particularly  of  the 
smaller  sizes,  per  ton  of  vines. 

The  feeding  end  is  about  twenty  inches 
lower  than  the  viner  to  make  pitching 
easier.  The  distributor  is  pivoted  so 
that  the  discharge  end  automatically 
raises  when  too  large  a  load  is  fed.  Any 
load  that  can  enter  between  the  distri¬ 
butor  and  conveyor  will  pass  into  the 
viner  without  clogging. 

Can  be  installed  on  any  viner. 

Over  3000  in  use. 

FRANK  HAMACHEK 
MACHINE  CO. 

KEWAUNEE,  WISCONSIN 

Also  Manufacturers  oj 

VINERS,  ENSILAGE  DISTRIBUTORS  AND 
CHAIN  ADJUSTERS 


Indiana  Certified  Greater  Baltimore 

AN  ASGROW  SPECIALTY 
Certified  free  from  seed-borne  diseases 


We  have  bred  a  strain  that  is  ear¬ 
lier  and  deeper  fruited  than  others, 
with  strong  leafy  vines  that  pro¬ 
tect  the  deep  scarlet  color  of  the 
fruits.  The  tomatoes  are  large 
and  smooth  with  thick  outer  and 
inner  walls  and  small  seed  cavi¬ 
ties. 

No  effort  or  expense  has  been  spar¬ 
ed  to  make  this  fine  tomato  a 


leader  in  its  class.  Selected  plants 
are  raised  in  the  greenhouses  and 
from  these  the  seed  is  saved  under 
conditions  of  unrelenting  care  and 
scrupulous  cleanliness.  Both  in 
the  field  and  in  the  factory  the 
whole  cycle  of  operations  is  under 
the  supervision  of  Purdue  Univer¬ 
sity  and  the  State  Entomologist 
as  certified  on  their  seal  attached 
to  every  package  of  this  seed. 
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Breeders  and  Growers  of  Vegetable  Seeds  since  1856 
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BREEDING  STATIONS  AND  PRODUCTION  BRANCHES  FROM  COAST  TO  COAST 


